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‘istiller’s advertisement sug- 
hat whisky is really not in- 
ng unless you get too much 
_ hat’s right, and a lot of 
.ple have fun trying to find out 
‘yw much is too much. 


ee ee 


if the liquor industry continues 
yblishing temperance ads, it may 
ot be too difficult to sell the W. C. 
U. on the idea of sponsoring a 
w of them. 


ow 


ApverTIsING AGE describes J. I. 
Rodale, editor and publisher of 
boad. as “a self-made man of wealth 
ho regards the money he spends 
, publishing as a philanthropy.” 
Aren’t these publishers delight- 
ul? 
v > 


Mr. Rodale’s philosophy is that 
‘the sum total of human happiness 
omes from the pleasure one gets 
ut of life and not the money one 
1akes.” 

This is the typical attitude toward 
»oney of those who already have it. 


. a 


AA almost ran afoul of the libel 
aws in that B-S-H story when it re- 

rted, “Frank and Anne Hummert 
vill be divorced,” and then fortu- 
ately continued, “from formal con- 
nection with any agency.” 


Rie FT 


General Foods’ new product, 
Teem, is combined with mate, South 
America’s favorite beverage. And, 
with the right pronunciation, that’s 
a set-up you'll find hard to beat. 


+ “|e 


“Nelson Warns of Further New- 
print Cuts.”—Headline in ADVERTIS- 
mInc Ace. And every publisher will 
have another chance to talk about 
his operation, 

rh, 


Westbrook Pegler says he tried 
vitamins and they’re lousy, but after 
all what could a few vitamins do for 
a fire-eater like Pegler? 


ih 


Castoria is back on the market 
again with a new package and 
everything, and at last you’ll be able 
to give your baby what he’s been 

ing for all these months. 


7, 3 


Understanding women is our 
-time job,” says the Woman’s 
ne Companion, but most hus- 
ds will agree that this isn’t a 
-time job, it calls for over-time. 
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Every once in a while,” says the 
y, “I notice some ad man get- 
too big for his breeches.” 
tu mean the kind with three 
etaries and four yes men? 


. Vy 


he Diary records the discovery 

a truck tire purchase permit is 
ely a hunting license, but it’s 
‘ as well to remember that even 
larriage license is only a lottery 
et. 


7, Vv ¥ 


rene McDonald says it’s incred- 

that you can buy a fine radio 
eiver for $29, while hearing aids 
t from $100 to $200. Maybe there 
t aren’t enough deaf people, Gene. 


_ a ee 


Speaking of dehydration, W. M. 
linger may go down in history as 
first man who applied the idea 
the publishing business. 

Copy Cus. 


AIDS DRIVE 


there 1S a serious 
waste paper shortage! 


ond you con make it your potrictic duty 
to help in this present emergency by 
seving waste paper right now 


BECAUSE... apts mah aged and made mie pager bone 


YOU SHOULD SAVE 


iT 1S YOUR PATRIOTIC DUTY TO HELP 


—e age are ceeded ght cam, 
( low lock 


few % weaned artes Buclding moperintendene 


Named tehep Pegem, Un Retase ted SEATS OFEP 
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CONTAINER CORPORATION OF AMERICA 
rom mee. 2 Kuo 


Container Corp., Chicago, backed the 

waste paper drive of the WPB with this 

full-page appeal to the public last week 
in newspapers of the Chicago area. 


Container Corp. 


Asks Public Help 


in Paper Salvage 


Schedules Full-Page 
Appeal; Warns of 
Existing Shortage 


Chicago, Sept. 23.—Backing up 
the small-space newspaper cam- 
paign of the Waste Paper Conserva- 
tion Committee of the War Produc- 
tion Board, which is being financed 
by a group of paperboard mills, the 
Container Corporation this week re- 
leased a full-page advertisement in 
106 daily and weekly papers in the 
Chicago area calling on the public 
to salvage waste paper. 

“There is a serious waste paper 
shortage!”, the advertisement de- 
clared, “and you can make it your 
patriotic duty to help in this present 
emergency by saving waste paper 
right now. Only one-third of all 
the waste paper in this country is 
collected and reclaimed. It is up 
to every American to help salvage 
more of it.” 

The advertisement highlighted the 
many uses of paper boxes, cartons 
and shipping cases needed to send 
endless supplies to the armed forces 
and for essential civilian needs. The 
list of paper items which the ad- 
vertisement asked be salvaged in- 
cluded not only newspapers and 
magazines, cardboard boxes, cartons 
and shipping cases, paper bags, 
wrapping paper, letters, envelopes 
and other advertising matter, but 
also old record files, contents of 
waste baskets, and even such items 

(Continued on Page 55) 


News in Pictures 


Photographic Review of 
the Week, on Page 59. 
Other features: 


Ad-libbing _ 12 
Admen in the Armed Forces , 
Chain Store Figures 46 


Diary of an Ad Man 34 
Editorials 12 
Getting Personal 52 
In Washington 

Information for Advertisers 
Obituaries ... 

Postwar Planning 

Private Lines . 

Rough Proofs 

Voice of the Advertiser 


Believe Magazines 
May Escape New 
Slash in Paper 


WPB, However, Still 
Seeks Cuts; Survey 
Is Approved 


Washington, D. C., Sept. 23.— 
Magazines probably will go into the 
fourth quarter of 1943 with paper 
allotments for the remainder of the 
year unsettled, it now appears, fol- 
lowing an indecisive meeting be- 
tween a task group of the magazine 
industry advisory committee and 
) nag officials in New York Wednes- 

ay. 

With the fourth quarter less than 
a week away, the industry sub- 
group failed to recommend addi- 
tional cuts, but agreed to a survey 
of paper needs of all magazines to 
provide accurate information for 
future WPB paper orders. 

Failure of the industry sub-group 
to recommend new cuts in no way 
binds WPB to continue the current 
paper quotas. Nevertheless, the 
feeling is growing here that maga- 
zines may be permitted to squeeze 
through the remainder of this year 
under existing paper limitations, 
with the understanding that more 
drastic revisions would be required 
next year. 


WPB Seeks Cuts 


WPB, however, remains anxious 
for immediate cuts, and will prob- 
ably try to win industry sanction of 
these by calling a meeting of the 
full advisory committee within a 
week. 

Meanwhile, the actual order for 
an additional 5% cut in newspaper 
use of paper for the fourth quar- 
ter is expected over the week-end. 
Until WPB Chairman Donald Nel- 
son’s report to the Boren committee 
on newsprint was released early 
this week, WPB had not officially 
acknowledged its intention of com- 
plying with the industry’s recom- 
mendation for a 5% cut with a 
deficiency in supply to be made up 
from inventory. 

In his report to the Boren com- 
mittee, Mr. Nelson 
pointing out that “having chosen to 
use its cushion now it should be 

(Continued on Page 55) 
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Sixty-six oil companies and associations 
joined in this large-space advertisement, 
run Sept. 26 in an extensive list of news- 
papers in 15 midwestern states explain- 
ing the vital need for gas rationing and 
asking public aid. (Story on Page 2.) 


WFA Officials 
Optimistic Over 


Soy Foods Spurt 


Washington, D. C., Sept. 24.—The | 
wide variety of new soy foods now 
appearing on grocers’ shelves was 
accepted by War Food Administra- 
tion officials this week as evidence 
that the government is making 
progress in its plans to introduce 
up to 300,000,000 pounds of soy 
flour, flakes and grits into eine 
1943 wartime diet. 

These foods, packed by estab- 
lished leaders in the food field, and | 
by several new processors who spe- | 


cialize in soy, are seen as the be-| 
(Continued on Page 57) 


Last Minute News Flashes 


Non-deferability Hits Advertising 
Washington, D. C., Sept. 24.—What some observers regard as an enter- 


|retained Sheldon R. Coons, 


|} ment 


Radio Launches Drive in 


Retail Advertising Field 


New Promotion Film 
to Be Exhibited 
in 120 Cities 


By WARREN L. BASSETT 


New York, Sept. 23.—Seeking to 
bolster their revenues because of a 
dearth of national network time, a 
group of 400 radio stations, includ- 
ing some of the largest in the coun- 
try, is moving strongly into the 
retail advertising field, heretofore 
almost the exclusive property of the 
local daily newspapers. 

This week the radio industry re- 
vealed it had ready for presentation 
to the retailers of the country, a 
film analysis and oral presentation 
of the problems of retail selling and 
the part radio advertising can play 
in their solution. The presentation 
has as its central theme the retail 
industry’s problem of reducing dis- 
tribution costs. 

The presentation, which includes 
talking motion pictures and a com- 
panion slide film, will have its first 
showing in Washington, Tuesday, 
Oct. 12, under the auspices of the 
Washington broadcasting stations 
before an audience of merchants, 
editors and government officials. : 


Extensive Showing Planned 


To carry its message to retailers 
of the country, showings of the film 
have been arranged in 120 cities of 
the country having a population of 
75,000 and more. It is expected that 
more than 25,000 of the nation’s 
leading retailers and radio execu- 
tives will see the film. 

The drive on the retail field, of 
which the film is the opening gun, 
is under the direction of the Retail 
Promotion Committee of the Na- 
tional Association of Broadcasters, 
of which Paul W. Morency, manager 


of WTIC, Hartford, Conn., is chair- 


man, _ The committee, which has 
been in existence for 16 months, 
who 
heads his own firm of business con- 
sultants in New York, to direct the 
campaign. Mr. Coons is widely 
known in the advertising field as the 
former executive vice-president of 
merchandising, sales and advertis- 
ing of Gimbel’s, New York depart- 
store, and later executive 
vice-president and a director of 
Lord & Thomas, New York. He 
formed his own firm in 1940. 
Among those engaged by Mr. 
Coons in. making the distribution 
study were Dr. Julius Hirsh, econo- 
mist and author of text books on 


ing wedge to declaring all vocational workers in advertising as non- distribution costs, and Dr. Paul Laz- 


essential is the action of WMC in classifying sign painters and bill post- 
ers as non-deferable for military service. 
be held here next Tuesday. Agency employes and others in strictly ad- 


A hearing on this subject will 


vertising jobs have escaped this action up to now, but the policy adopted | 


in the outdoor field may decide the ultimate fate of all advertising 


workers. 


‘Time’ Readers Asked to Vote on Vimm Ads 

New York, Sept. 24.—Lever Bros. 
technique this week in Time, asking readers to vote for one of two ad- 
vertisements featured in the full-page insertion, and offering free samples 
of Vimms vitamins to those sending in replies. 
advertisement “A”, gives detailed information of the product, the other, 
labeled “B’’, stresses importance of taking Vimms daily. 


Durstine & Osborn is the agency. 


NBC Starts Campaign in Newspapers 

New York, Sept. 24.—Captioned “The Great Shows in Radio Are on 
NBC,” the National Broadcasting Company placed its first major con- 
sumer newspaper advertising campaign today, using full pages in all 


newspapers in the six cities where 
stations. 


The campaign, in smaller space, will run daily beginning Sept. 
26. J. Walter Thompson Company handles the account. 


6) 
-- Greeley Joins B-S-H to Contact General Mills 


Chicago, Sept. 24.—Joseph M. Greeley, formerly with Pedlar & Ryan, 
38| New York, and before that advertising manager of Quaker Oats Ltd., 
20 | London, and the flour and cereal division of Hecker Products Corporation, | this condition will be remedied. he 
!|has joined Blackett-Sample-Hummert as account executive on the Gen- | declared. } 

26 | eral Mills account, handling Cheerioats and Softasilk cake flour. 


Company used a radical new copy 


One-half page, labeled 


Batten, Barton, 


the network manages and operates 


arsfeld, of Columbia University’s 
Office of Radio Research. e 
Long a Problem 

Indicating that there is consider- 
able interest in use of radio as a 
retail sales tool, Mr. Coons said: 

“We owe the National Retail Dry 
Goods Association no little ap- 
preciation for its endorsement and 
its constant encouragement of this 
project.” 

In the opinion of its sponsors, the 
film presentation will offer a solu- 
tion of the problem “which has puz- 
zled the radio industry since its 
inception, the failure of radio to 
gain industry-wide acceptance in 
the field of retailing.” 

In an interview with ADVERTISING 
Ace, Mr. Morency said that in spite 
of the wide acceptance of radio as 
an advertising medium, 301 of the 
912 stations of the country showed 
a loss last year, as reported by the 
FCC. Generally, these were the 


;new and smaller stations with only 


one to three years on the air, he 
added, and the average loss was 
low, perhaps not exceeding $2,000. 

If radio can attract a greater 
revenue from the local retail field, 


Last year retail time sales totaled 
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about $64,000,000, he said, of an 
over-all radio revenue of roughly 
$268,000,000. 

He emphasized that the film pre- 
sents no controversial material and 
contains no criticism of other estab- 
lished advertising media. 


Plans Booklet Series 


Following showing of the film the 
Retail Promotion Committee will 
send a series of five booklets to 
retailers covering in detail how a 
local store can use radio time to 
increase sales and reduce selling 
costs. 

More than 400 radio stations, 
members and non-members of the 
NAB, underwrote with the NAB the 
cost of the survey and film. After 
the premiere showing in Washing- 
ton, 16 representative leaders of the 
radio industry, each equipped with 
film and projectors, will start 
sectional tours so that 120 cities 
will view the presentation before 
Nov. 10. 

Mr. Morency’s committee includes 
Robert E. Bausman, WISH, Indian- 
apolis; Gene L. Cagle, Texas State 
Network, Fort Worth; Dietrich 
Dirks, KTRI, Sioux City; John Esau, 
KTUL, Tulsa; James V. McConnell, 
NBC, New York; Kenneth K. Hack- 
athorn, WHK-WCLE, Cleveland; 
Arthur Hull Hayes, WABC, New 
York; Walter Johnson, WTIC, Hart- 
ford; C. L. McCarthy, KQW, San 
Jose, Cal.; John M. Outler Jr., WSB, 
Atlanta; Oliver Runchey, KOL, 


Seattle; and William Crawford, 
WOR, New York. 

The radio drive to enlist retail 
advertising lends added interest to 
a report which will be made in mid- 
October by the Retail Promotion 
Committee of the Newspaper Ad- 
vertising Executives Association 
appointed as a brand new group at 
the NAEA convention in New York 
last June. Headed by H. H. Mac- 
Lean, manager of retail store adver- 
tising of the Scripps-Howard News- 
papers, the group is instructed to 
study all forms of competition, but 
it is no secret that the increasing 
competition of radio in the retail 
field is the chief interest. Question- 
naires were sent some time ago to 
newspapers, and the answers are 
now being tabulated. The commit- 
tee’s report will be presented at the 
NAEA fall meeting. 


Hunter to FC&B; 
Stege to Pepsodent 
Victor A. Hunter, advertising 


manager of the Pepsodent Com- 
pany, will become the executive in 
charge of radio in the Chicago of- 
fice of Foote, Cone & Belding, ef- 
fective Oct. 1. 

Simultaneously, George R. Stege 
Jr., account executive in the Chi- 
cago office of Foote, Cone & Beld- 
ing, will assume the newly-created 
post of director of advertising and 
merchandising for the Pepsodent 
Company. : 


. 


Long Delayed 
Anthracite Drive 
to Get Under Way 


New York, Sept. 23.—Long in a 
ready state but held in abeyance 
because of coal strikes, transporta- 
tion, production and supply prob- 
lems, Anthracite Industries next 
month will launch an intensive coal 
conservation campaign designed to 
educate the public on various ways 
of saving coal. 

The drive, which ties in with the 
government’s fuel _ conservation 
campaign, will break in about 75 
newspapers Oct. 10 throughout the 
anthracite consuming area, taking 
in cities north of Washington, D. C.., 
and east of Erie, Pa. Full pages will 
herald the opening of the drive, to 
be followed by insertions of 1,500 
lines. Attention-callers in the form 
of one-minute spot announcements 
will precede the newspaper adver- 
tisements by two days. 

N. W. Ayer & Son handles the 
account. 


Hazard Gets Account 

Effective Oct. 1, Hazard Adver- 
tising Corporation, New York, will 
handle advertising of Metal & Ther- 
mit Corporation, manufacturer of 
Murex welding electrodes and ma- 
terial and equipment for thermit 
welding. 


TODAY COPPER 


7301 Euclid Avenue se 


IS ENGINEERED FOR 


etal Engineers 


will shape the future of 1} ) 


Copp 


Oldest of the metals of commerce, Copper and Brass and 
other Copper Alloys are now going into shells and bomb 
fuses, into pursuit ships and giant bombers—engineered 
to do a top war job by the metal experts of the country. 


Because of the driving necessity to obtain the utmost from 
these war-strategic metals, METAL PROGRESS has kept 
its more than 17,000 metal engineering readers fully in- 
formed on new developments in production, fabrication, 
processing and use. 


More than 110 editorial columns of concise, practical, 
engineering information gave complete coverage of Cop- 
per and Brass—and this coverage continues in 1943. This 
leadership in Copper and Brass, in Aluminum and 
Magnesium, and in ferrous and non-ferrous metals gen- 
erally has made METAL PROGRESS the No. 1 Choice 
of more than 17,000 Metal Engineers. 


The power of this leadership in the metal industry’s 
largest engineering market is available to advertisers at 
substantial savings in advertising rates. 
these savings in planning your 1944 advertising program? 


~ METAL PROGRESS | 


Pa 


TOP ENGINEERING COVERAGE OF METAL PRODUCTION, PROCESSING, FABRICATION AND USE 


Cleveland 3, Ohio 


VAR... 


Why not figure 


A MIGHTY STRONG ARGU 
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ENT. 


disadvan 
dreamed up the “Master Race” Teme does wos chamge the 
brutal German lust for comquest 


The fellowsng 1 a report of « conversation i 1915 between 
4 dustragusshed American, Dr Wisam Seaman Bambradge 
them om a \pecal mussom, and a member of the German 
General Staff This report was presented to Congren im 
1924 by Senator George Wharton Pepper. li a m Dew 
moms 26, 6806 Comgress 1! seston 


land from the war. 


pled chat when it is all over the Germans will be 
ourselling them in the markers of the world long 


In 190% # will be remembered. things looked bright for 
Germany—and black for the Allies The Unstad States bad 
not yet entered World War L 


before they can get on 


“ 
Said the German Staff Officer te Dr Bainbridge at the 
Hotes Adsom om Berism: 


©6.0), csune Germany eoanes belp wishing, 
but for the sake of discussion supposing that all 
the world got on her back and it was impouible 
to reach a military decision, | believe the folliow- 


A MESSAGE FROM THE 
GERMAN GENERAL STAFF 
-T0 YOU! 


hho cnet nw the 
oe An wil aoy 
bostile army crosses Germany's fronties, 


“s 
i ih adie bt 


‘2 Following the war there will be eco 
omic hell, industrial revolution We will set clas 
aguinst class, individual against imdividual, unil 
the aations will have pretty much all they cas 
artend to at home and aot bother with us 


value of which we know. The allie: wil , 
torn asunder, each will be put at che other, 
throats like 1 lot of howling, gmashie + sounds 
And when they are all separated {7 
Germany will deal with ber alone '! 


That was in 1915. Think how mach of it cine je by 
Ler's aot kid curseiwes—chat ts the German o-rade @ 
day Aad woday—in 1945 —chere's a0 bere: ope 
oe God's grees earth for buying Was Bonds oe me 
of your ability War Bonds thet will beip sma tore 
those craven lire men—Germas sod jap — 
be manners of the worid 


thew feet 


whe woud 


Basch the atsack with War Bonds im the Third Wy 
Lage 15 bellsom doiiars mow-bambing gun. 


ing things will occur: 


J. M. Mathes, Incorporated, Advertising > tay 
g2nd Street, New York City 


As its contribution to the 3rd War Loan drive, J. M. Mathes, New York agency, 

placed this full-page copy in the Herald Tribune, Times and Wall Street Journal 

Text reveals how many dire postwar prognostications made by a member of the 

German General Staff during World War | actually came to pass and stresses 
that the German attitude today is no different than in the last war. 


Midwest Firms 
Join in Warning 
of Gas Shortage 


(Picture on Page 1) 


Chicago, Sept. 24. — Sixty-six 
peacetime competitors in the oil in- 
dustry will join Sunday in a co- 
operative effort—via 1,500 and 1,- 
000 line advertisements in 103 
newspapers—to convince the pub- 
lic that gasoline surpluses in the 
Midwest have vanished, and that 
conservation is vital. 

The jointly-signed message is 
sponsored by the Petroleum Indus- 
try Committee for District 2, com- 
prising 15 midwestern states, which 
was appointed by the Petroleum 
Administrator for War. All impor- 
tant concerns in the area joined in 
the appeal, which is scheduled to 
appear in Sunday and Monday 
newspapers, and the signatures of all 
66 appears at the bottom of the 
copy. 

Presenting the “low-down” on gas 

rationing in this area, which pro- 
duces most of the nation’s oil, the 
advertisement states: 
“There are no longer any gasoline 
surpluses in the Central states. 
They’ve all been wiped out. Don’t 
listen to any rumors to the contrary 
—they’re untrue.” 


Military Needs Grow 


Because of military demands, the 
copy continues, nearly one of every 
three gallons of gasoline now pro- 
duced east of the Rockies goes di- 
rectly for fighting, and total war 
needs “will jump to nearly 4 gallons 
in every 10-40%!” The only remedy 
for dwindling stocks is gasoline con- 
servation now, the companies em- 


phasize. 
The advertisement reproduces 
charts showing military demands 


for gasoline, crude oil stocks and 
supplies of automotive gasoline, and 
offers motorists five conservation 
measures through which they can 
help. 

Copy for the one-time message 
was prepared by the Chicago office 
of McCann-Erickson, agency for 
Standard Oil Company of Indiana, 
one of the 66 signers. It was paid 
for on the basis of a percentage of 
each company’s sales of motor gas 
in the district. 


Copy Rushed Out 


Decision to run the advertisement 
was made by the committee only 
Sept. 15 and within a week mats 
and space orders were on their way 
to newspapers in Illinois, Indiana, 
Iowa, Kansas, Kentucky, Michigan, 
Minnesota, Missouri, Nebraska, the 
Dakotas, Ohio, Oklahoma, Tennes- 
see and Wisconsin. In addition to 
the committee list, the copy is 
scheduled to run in several other 
dailies under individual company 
signatures. Total circulation will be 
in excess of 12,500,000—approxi- 
mately the number of homes in the 
area. 

Copies of the advertisement and 


accompanying letters are being sent 


to state governors and legislator 
Congressmen and municipal av- 
thorities with an appeal for cooper- 
ation in gas conservation. Oj 
companies also are being asked t 
reproduce the message in thei 
dealer publications. 

In its first cooperative effort, the 
committee last fall printed 750,00 
booklets on “How to Save Fuel Oil 
and distributed them to the publi 
through the various companies ir 
the district. This official heat con- 
servation handbook was merchan- 
dised thoroughly by direct mai 
with letters and copies to 6,00 
newspapers and more than 30 
radio stations inviting them to us 
the material in any way. A serie 
of advertisements based on infor- 
mation in the booklet also was dis- 
tributed, and widely used, through- 
out the area. 

O. D. Donnell, president, Ohio Oi! 
Company, is general chairman of 
the district committee. 


WRI 


Sylvania Names Waters 


John P. Waters, 
former assistant 
director of ad- 
vertising and 
promotion of 
Armstrong Cork 
Company, and 
previously with @ 
Union Carbide & @ 

Carbon Com- f 

pany, has been @ 5 y 
appointed adver- § : 
tising manager 

of the lighting 4 
division of Syl- 

vania Electric , 
Products, New on Ty aes 
York. He succeeds B. K. Wickstron 
who has been given a special 
signment under Robert H. Bishvp, 
general sales manager of Sylva: 


Put a WAR MESSAGE Into Every P ece 
of Printed Matter. 
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is in the Mass Feeding and Mass Housing i 
y Field. 't consist of the felloving inslitutions ers who are serving or are plannin 
: Products and other mevseutional supplies: represented by hotels, hospitals, restaurants, schools, 
0 ATS INSTITUTIONS Magazine has conducted 4 survey among more than 50,000 
» SCHOOLS institutions to get the answers to the above and equally vital questions: 
@ RESTAURAN The booklet chown at the top of this page contains 4 detailed report on the 
- 7 — CAFETERIAS findings of this survey: \t is available to all interested manufacturers: \t describes thor- 
a} * PUBLIC INSTITUTIONS oughly how to reach the 8.5 billion dollar institutional market. 
c ® ymcr’s and YWCR's 
RAILWAY SYSTEMS | stITUTIONS Magazine is the only single publication serving the entire in- 
o STEAMSHIP LINES stitutional field. \t is through INSTITUTIONS Magazine that manufacturers of mass fee 
© PUBLIC BUILDINGS ing and mass housing products: equipment and supplies can reach the 8.5 billion dollar 
o OTHER INSTITUTIONS market disclosed by the foregoing survey: 
oot 5 ‘os han TONS For further ‘aformation on the application of individual products to the huge 
Maes can : buyers ting Pro institutional market and for further details on th publication serving all the related divi 
Rete for those directly aes = Ons of it, consult your advertising agency oF rite INSTITUTIONS Magazine. 
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Controversy Rages 
Over ‘Opinionated’ 
Analyses of News 


New York, Sept. 23.—Advertisers 
watched with great 
week the controversy over newscast 
content which developed between 
Paul W. White, CBS director of 
newscasts, and radio commentators, 
and which thus far has resulted in 
(a) issuance of a letter to news- 
casters by the network, emphasizing 
afresh that news analysts must re- 
frain from expression of editorial 
opinion; (b) a denunciation of the 
policy by H. V. Kaltenborn and 
Walter Winchell; (c) publication by 
CBS of the White letter in full-page 
space in the New York Herald 
Tribune, New York Times and 
Washington Post; and (d) resigna- 
tion of Cecil Brown from the CBS 
commentator staff. 

Emphasizing that CBS “has no 
editorial views except in regard to 
radio itself,’ Mr. White’s restate- 
ment of newscast policy which 
touched off the latest flareup, de- 
clared that newscasters, on either 
sustaining or sponsored programs, 
should say to themselves: “We 
are not privileged to crusade, to 


‘ 


harangue the people or to attempt|analysts generally consider them-| when a sponsored program is con- | 


to sway public opinion.” 
“In our view,” he said, “‘the func- 


tion of the news analyst is to mar-| problems have become more and|the program itself, and is then fol- | 


shal the facts on any specific sub- 
ject and out of his common or 
special knowledge, to present these 


facts so as to inform his listeners | 


rather than persuade them. The 
analyst should attempt to clear up 


|selves not as reporters but as col-| cluded with a “hitch-hiker” com- 
/umnists. As domestic and world mercial outside the framework of 


more complex and exciting, the| lowed by a station-break commer- 
/news analyst function has in large|cial and another ‘“cow-catcher” 
measure been abandoned by leading| commercial put on the-air by the 


izing and sermonizing, with the| before this program actually begins. 


commentators in favor of editorial-|sponsor of the following program | 


result that while audience interest 


interest this | 


any contradictions within the known | 
record, should fairly present both 

sides of controversial questions, and,| sponsors have also multiplied. 
in short, should give the best avail- The core of the problem, of 
able information upon which listen-| course, is the fact that radio is of 
ers can make up their own minds.) necessity a “non-editorial” medium, 
Ideally, in the case of controversial | and that stations and networks must 
issues, the audience should be left} shoulder full responsibility for both 
with no impression as to which side| sustaining and sponsored material 
the analyst himself actually favors.” | sent over their facilities. This atti- 
| tude was emphasized in a resolution 
Basic Decision adopted by the newly-formed radio 

The news analysts, and particu- 


has probably increased, the prob- 
_lems of networks, radio stations and 


news committee of the National 
larly the 24 members of the Asso | Association of » ater coe last 
she. : ss | week, which said: 
ciation of Radio News, Analysts, of "Responsibility for all broadcast~ 
dent profess general a anenenth| ing rests and must continue to rest 
ih the aim of securing w isinter (on individual station and network 
: ;|managements. The industry recog- 
ested newscasts, but bitterly resent) nizes and accepts this responsibility 


censorship of their scripts. ; : : 
Thus far no other networks have | and the radio news committee of 


become involved in the present | NAB is poe that various man- 
controversy, but the problem is such | #8¢ment policies, however they may 
a basic one that observers here|°¢casionally differ, are designed to 
believe a clear-cut decision affecting | further the public interest. 


all radio news analysts must ulti- 

mately evolve. CBS in essence is CBS MOVES AGAINST 
demanding that news analysts con- HITCH-HIKER’ SPOTS 

fine themselves to the. “news New York, Sept. 21.—CBS last 
columns” and keep clear of the| weekend moved to eliminate the 
“editorial pages,” while the news| radio “triple-threat” which develops 


LARGEST 


No. | 
Building 
Paper 


ET PAID 


OR many years American 


Builder has consistently 


maintained the largest net paid, 


audited circulation among build- 


ing publications. 


In a letter to advertisers and 
agencies, Paul W. Kesten, vice- 
president and general manager of 
CBS, declared that this “trip-ham- 
mer trio of (1) hitch-hiker, (2) 
station-break and (3) cow-catcher 
is relatively new to radio ... the 
hammer-hammer-hammer of three 
separate commercials, divorced from 
entertainment, crowded on _ each 
other’s heels.” 

Following an analysis of this tech- 
nique and a check with affiliated 
stations, he said, “We are asking 
many of our clients who now use 
either hitch-hiker or cow-catcher an- 
nouncements to absorb such adver- 


entertainment programs as rapidly 
as their plans will permit—with 
final elimination of these ‘simulated 
spot announcements’ by Oct. 1 of 
next year.” 

In a detailed exposition of the 
problem and the thinking behind 


sized that no radical or sudden 
changes are being sought in pro- 
gram structure, and that integration 
of the present hitch-hiker and cow- 
catcher commercials into the pro- 


gram structure itself should in- 
crease, rather than decrease their 
effectiveness. 


“There will be no change in our 


advertising on quarter-hour, half- 
hour or full-hour programs,” the 


announcement said. 


“There will be 
no restriction on the number of 
|products any client may advertise 
| within those limits. The only change 
|in our commercial policies will be 
|to preclude simulated spot an- 
nouncements — that is, announce- 
ments which pretend to be divorced 
from the program, such as commer- 
|cials which precede the introduction 
|of the program itself or which fol- 
|low its apparent sign-off.” 

| In addition, affiliates of CBS have 
|pledged, “wherever feasible,” to 
limit station-break 
|to service announcements, such as 


tising within the framework of their | 


the new policy, Mr. Kesten empha- | 


standard time limits for commercial | 


announcements | 


Advertising Age, September »7 1949 


| CTEM TEST 


Teem ts TEA (/us/ 
| Teem, a new General Foods produc 
combining tea and mate, South Amey. 
ican beverage, was launched with thi 

test copy in Harrisburg and York, Py 

dailies. In addition to the newspape, 

campaign, a 15-minute program, "Nigh 

Editor," promotes the product Sunda 

nights over Station WHP, Harrisburg 

Benton & Bowles, New York, is the 
agency. 


time signals, weather reports, etc 
|to limit sponsorship of such an. 
|/nouncements to products not com.- 
|petitive with those advertised op 
either the preceding or following 
network program; and to provid 
adequate “dead air” or pause be- 
tween the station-break and thy 
programs which precede and fol- 
low it. 


Koehring to Garrison 


Martin Koehring, formerly in th 
Chicago office of Beaumont & Hob- 
man, has rejoined W. W. Garrisor 
& Co., Chicago, as director of re- 
search. He was connected pre- 
viously with the Garrison agency 
and before coming to Chicago wa 
advertising manager of Phoenix 
Hosiery Company, Milwaukee. 


| 


FOR INSTITUTIONALS 
PLANNED TO INFLUENCE 
SOUTHERN THOUGHTS ... 


Largest Circulation in the South 
186,663 Daily and 245,462 Sunday 


The Atlanta Journal 


NAT'L REPRESENTATIVE: SAWYER-FERGUSON-WALKER 


MERICAN BUILDER 


q@® A Simmons-Boardman Publication 
American Builder is 
the only building pub 
lication that maintains 
membership both the 
Audit Bure of Cir 
culations ar Associated 
Business Papers 


CHICAGO, ILLINOIS 
105 W. Adams Street 


NEW YORK, N. Y. 
30 Church Street 


ir 
9 TREMENDOUS READERSHIP OF JOURNAL'S 
“Double” Editorial Page during times like these 1s understandable. 
Tremendously importont to odvertisers with postwar plans is this 
power to attract ond influence thinking people. 


WORLD’S GREATEST BUILDING PAPER 
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NATIONAL ADVERTISING REPRESENTATIVES: 
Osborn, Scolaro, Meeker & Co., New York, Chicago, = 
Detroit, St. Louis; Keene Fitzpatrick, San Francisco on 


| j Unpaid public advocate against— 


USURY UNLIMITED 


bie to 1937,the Pennsylvania pawnbrokers 
were privileged to charge up to 240% a year 
on small loans, and ran their business without 
regulation. An unscrupulous minority in the 
field victimized thousands of unfortunates. 

Patrons of pawnshops are only a small 
portion of the public. The average citizen never 
even steps under the three balls. And only the 
poor, the distressed, the otherwise resourceless 
patronize these institutions. And _ ironically 
enough, the people who could afford the least 
for a loan were forced to pay the most. 


‘te Inquirer started the fight against usury 
unlimited in 1936, laid down a steady barrage 
of stories and editorials, succeeded in getting a 
remedial act passed through a lukewarm State 
Legislature in October, 1937. The issue seemed 
to be setthed—but it wasn’t. 

A small group were unwilling to give up 
interest rates—fifty times that of reputable 
banks—and promptly brought action.to test the 
“constitutionality” of the new law. 

The Dauphin County Court upheld the law. 
The Supreme Court of Pennsylvania followed 
suit. Not until December, 1940 was the law’s 
“constitutionality” eventually confirmed by the 
Supreme Court of the United States. 

This same group tried as late as last March 


= al 


to get passed a new bill increasing the interest 
. a. rates. The Inquirer noted the new evasion. 


we 


1, Governor Martin squelched its sponsors. 


John Cummings’ pungent column in The 
~ Inquirer almost laughed the author 
of the specious bill out of the House, 
and out of a job. 


(= new law provides mandatory licenses, 
definite regulations, supervision by the State 
Banking Department; and establishes maximum 
interest rates 114% a month on precious metals, 
and 3% on clothing. 

There was little kudos, and no profit to The 
Inquirer in this campaign. There was nothing 
at stake but justice—in which The Inquirer 
has no more stake than the least citizen. But 
concern for the public that supports it... must 
still be the chief concern of any good newspaper. 

The integrity of a newspaper is highly 
intangible, can’t be measured with agate rules 
or found on rate cards. But every advertiser 
finds it reflected in the response from readers, 
and in his advertising results and sales sheets 

. Every advertiser sells more in a medium 
that has already sold itself to its readers and 


your prospects ! 
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In Washington... 


House Committee 
Finds No Fault 
With Wartime Ads 


Washington, D. C., Sept. 23.— 
Wartime advertising’s function as a 
managerial cost came unchallenged 
through the public hearings of the 
House Ways and Means Committee, 


concluded today, marking the sec- 


ond time tat institutional adver- 
tising has been studied by Congres- 
sional committees recently without 
uncovering organized resistance to 
its inclusion in renegotiated war 
contacts. 

While there is some sentiment 
within the committee to revise por- 
tions of the renegotiation act, the 
revisions are not likely to disturb 
the position of advertising, which 
has generally been allowed by the 
renegotiation boards, at least to the 
extent that it would be deductible 
as cost from income tax returns. 

If the Ways and Means Commit- 
tee does suggest changes, however, 
they will in all likelihood strengthen 
the position of advertising, for one 
of the most commonly suggested 
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amendments to the renegotiation 
law would require the board to 
recognize any cost item permitted 
in the internal revenue code, thus 
denying the boards any option to 
accept or reject legitimate institu- 
tional advertising. 

Previously, the House Naval Af- 
fairs Committee had studied the re- 
negotiation law. The committee 
has not yet made its report, but a 
spokesman said today that the com- 
mittee was inclined to leave all de- 
cisions on the extent and advisabil- 
ity of advertising items in the 
hands of renegotiation boards. These 
boards, the spokesman said, have 
done a satisfactory job to date. 


Senate Action Uncertain 


Status of wartime advertising on 
the Senate side is less certain. Its 
most outspoken critic there, Sen. 
Harry S. Truman, last week wrote 
in the Progressive, Senator LaFol- 
lette’s magazine, that “corporations 
are spending millions in advertising 
but the bulk of this is being borne 
not by the corporation but by the 
federal government.” 

While crediting advertising with 
an important role in the economic 
and cultural development of Amer- 
ica, he asserted that corporative 
“wartime advertising is used to 
create false impressions or to coun- 
teract criticisms which have legit- 
imately been directed at the cor- 
poration.” 

He referred to Curtiss-Wright, 


The answer is. . 


. pulpwood. 
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| What Farm Cash Crop Grows 
__ in Piney Woods Down South? _ 
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increased 


from crops and livestock sales alone has 
40% 


over 1942.* Yes, this 


Carnegie-Illinois Steel, and Stand- 
ard Oil, all firms which had been 
criticized by his investigating com- 
mittee “as guilty of this type of 
reprehensible conduct.”  Curtiss- 
Wright, he said, has jumped its 
$333,000 1942 advertising budget to 
$872,821. He said both Standard Oil 
and U. S. Steel, parent company of 
Carnegie-Illinois, had used cam- 
paigns “one of the purposes of 
which was to offset this criticism.” 
“This advertising,’ he declared, 
“costs the corporations practically 
nothing because the taxpayer foots 
the bill. It would appear the only 
limit to the number of advertising 
pages contracted for is the shortage 
of paper.” 

He called for stricter investiga- 
tion of advertising costs by the 
Bureau of Internal Revenue and 
renegotiating boards. “Some adver- 
tising is proper and a legitimate ex- 
pense of doing business, but adver- 
tising expenses should be paid by 
the company down to the last dol- 
lar, and at any rate should not be 
greater than those incurred before 
the war,” he concluded. 

* * * 

The Blue Network may have 
found a flaw in the FCC network 
monopoly regulations, it would ap- 
pear from testimony at the trans- 
fer hearings last Monday when it 
was called on to defend its refusal 
to sell the Winchell program to 
WRAL, Mutual outlet in Raleigh, 
N.C. (AA, Sept. 13.) 

Attorney John T. Cahill ex- 
plained that regulation 3,102 pro- 
hibits any broadcast station from 
having an affiliation contract pre- 
venting or hindering another sta- 
tion serving a substantially different 
area from broadcasting any pro- 
gram of the broadcast organization. 
Mr. Cahill said “there is no ques- 
tion here of a station trying to block 
this Raleigh station from carrying 
the program.” 

He explained that the Blue was 
in the process of negotiating an af- 
filiation contract with WRAL but 
that the station had demanded more 
favorable terms and the network 
had decided not to sell the program. 
“T don’t understand,” he said, “that 
the network regulations make a 
common carrier out of the network 
organization, that they must sell to 


|}everyone.” 
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Conover-Mast 
Introduces New 
Aircraft Magazine 


New York, Sept. 23.—Tie 4, 
issue of Aircraft Maintenance gq, 
Operation, new monthly pub icatip, 
of the Conover-Mast Corporatio, 
will appear before a_ specializg 
reading public in November, »«ceop4. 
ing to Harvey Conover, presidey 
An extensive campaign, fe turip, 
full page or double page advertise. 
ments in business papers, wil! intro, 
duce the publication. 

No additional paper for the ne 
publication has been requested fro, 
the WPB, Mr. Conover said, becays fii 
economies in the present usage fy 
Mill and Factory, Purchasing avi 
Plant - Production Directory, othell 
Conover - Mast publications, hay, 
been effected which will furnish 
adequate supply to serve reade 
from the present paper allotmen; 
Paper restrictions, however, wij 
limit the number of advertisemen 
which will be accepted in the orde 
in which reservations are made, 

The new aircraft paper, describy 
by its publishers as covering a fiel 
not handled by any other aircrail 
or industrial magazine, will de 
with the maintenance, servicing 
handling and repairing of the air. 
plane after it has been delivered. 

Circulation is estimated at 15,00 
copies a month. The publicatio; 
will not be released to newsstand; 
nor will paid _ subscriptions 
accepted from “fans” or other 
whose occupations are not allie 
with aircraft maintenance or it 
related problems. 

Appearance of the paper will tx 
similar to that of Mill and Factor 
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Lithographers Elect 


Harry E. Brinkman, Foto-Lith 
Inc., was elected president of 
the National Association of Phot 
Lithographers at its llth annua 
convention held recently in Bostor 
Other officers are: Rex G. Howard 
Peoria Blue Print & Photopres 
Company, vice-president; George E 
Loder, National Process Compan) 
treasurer; and Walter E. Soder- 
strom, executive secretary. 


63.4% of the nation’s woodland is in the 
South, much of it part of Southern farms. 
With Southern 
farmers are getting cash money from their 


axes and cross-cut saws 


wood lots ... at the same time helping to 
meet a terrific pulpwood demand. 


The Southern farmer is a thoroughly solv- 


ent citizen. Percentagely, his cash income 


Oficial figures, 
, months, 1943 


Is read by 2 out 

of every 5 white 

farm families in 
the South. 


NASHVILLE ° 


LOS ANGELES ° 


Southern farm market is an extra fertile 


field for sales. 


Southern Agriculturist, with 75 years of 
tradition, and nearly a million high-type 
Southern farm families reading it every 
month, is an ideal medium for telling this 
fine Southern farm market about the goods 


you want to sell... now and after the war. 


NEW YORK ° CHICAGO ° 
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the editorial—into the advertising. 


| GOR YOUR 
| PRODUCTS 


CASIil REGIGTAR 
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The New York POST readers’ loyalty extends far beyond 
The constantly in- 
creasing importance of The POST on Manhattan and 
Brooklyn department store schedules proves it. 


Here is a paper that brings ACTION to the advertising «! 
ANY product. For facts and figures call Ed Kennelly, Nation 
Advertising Manager, as the New York Post has no nation 
representatives. 


DY Ye—the New York POST is the 


| 7 “home paper" for Leonard Lyons 
. 3 famous "The Lyons Den," just as it 
7 is for so many other top-notch fea- 
? tures and writers, including Sam 
J Grafton, Johannes Steel, Elsa 


Maxwell and others. 


New star writers don't just 
happen. A liberal viewpoint 
needs constant, fresh stimula- 
tion and interpretation. A plen 
of developing new writers is 
an established policy on the 
New York POST. Maybe thai 's 
why approximately 200,000 
families pay a nickel for it dey 
after day in a 3c evening fiel«. 
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PACEMAKER ERIC JOHNSTON 


SPEAKING... 


NEW YORK . 
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“We are going to win this war and when it is 
won we are going to redirect our illimitable 
power and dynamic energies into the fight for 
the preservation of peace and our democratic 


“The demand for new products and for goods to 
replace worn-out products will be tremendous, and 
the people will have accumulated savings to satisfy 
their new and deferred demands, and start the eco- 


freedoms.” 


if there’s a finer phrase than “the chance to take a chance” 
defining the force that will build our brave new world, we'd 
like to hear it. 


Listen to its author, young Eric Johnston, energetic head of the 
Chamber of Commerce of the United States. 


“We have the world’s greatest industrial plant, the richest 
treasure-house of raw materials, a domestic market larger than 
all the world markets. New materials, new processes, new prod- 
ucts are being developed. There is work for all American hands 
and a proud future for each one of us here.” 


No wonder Eric Johnston believes in the future. Back in 1922, 
home from China as a Captain in the Marines, he was busy in 
the basements of Spokane homes wrangling with tempera- 
mental washing machines and vacuum cleaners. Today, because 
he had “the chance to take a chance’, he heads three large West 
Coast corporations, was recently re-elected president of the U. S. 
Chamber of Commerce. 


His story is typical of so many of “the men who do things” 
in this country. Check the careers of America’s pacemakers and 
inevitably you'll find the companion attributes of courage and 
curiosity. For to have “the chance to take a chance,”’ a man must 
first be able to recognize that chance . . . and that calls for a 


healthy concern with the “HOW” of things. 


nomic ball rolling again.” 


he chance to take a chance” 


That word “HOW” put PopULar SciENCE Monthly in business 
—to satisfy the insatiable curiosity of an audience that has now 
grown to more than 700,000 mechanically-inquisitive men. All 
kinds of men—from presidents to plant supers, from engineers 
to electric welders. But only one kind of men when they’ re busy 
in the pages of this news-picture magazine of science and indus- 


try... men who want to know HOW things work! 


It is this state of mind that makes them avid readers of articles 
and advertisements about new products and new ideas. It is this 
state of mind that makes them “first buyers” of so many new 
products. It is this state of mind that sets them to selling friends 
and neighbors once they’re sold themselves. 


There is no market in America today quite like the POPULAR 
SCIENCE audience. You can only reach this audience as a unit 
through PopULAR SciENCE Monthly. 


\ 
\\ 


PUCLIAKLE FOR POSTWAR 


THE NEWS PICTURE MAGAZINE OF SCIENCE AND INDUSTRY 
CHICAGO . DETROIT . SAN FRANCISCO . LOS ANGELES 
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Decca, WOR, Sign 


Petrillo Pact: 
Disk Ban Ended 


New York, Sept. 22.—The 13- 
month impasse between the Ameri- 
can Federation of Musicians and the 
‘country’s major transcription com- 
panies was finally breached today, 
when a joint statement by AFM 
President James C. Petrillo and 
Jack Kapp, president of Decca Rec- 
ords and chairman of the board of 
World Broadcasting System, re- 
cently acquired by Decca, said they 
had arrived at a complete under- 
standing. Six other transcription 
companies, however, refused to 
sign, calling the agreement a “slush 
fund” since payments are made to 
the union instead of to the musi- 
cians. 


Mr. Kapp said the contract will 
run for four years, effective Jan. 1, 
1944. It provides that Decca will pay 
fees on a graduating scale, ranging 
from one-quarter of a cent on rec- 
ords selling for 35 cents to five cents 
for a record selling for $2, and 2%% 
of the retail price above that 
amount. 

For electrical transcriptions used 
more than once, Decca has agreed 
to pay 3% on the rental revenue. 
There is no fee for commercial 
transcriptions used only once. Mr. 
Kapp also revealed that making of 
new records and transcriptions can 
begin immediately, and that none of 
the fees agreed on will be passed 
on to the consumer. 

Shortly thereafter, WOR Record- 
ing Studios, which makes commer- 
cial transcriptions on which there 
is no fee, and which is not a party 
to proceedings being conducted be- 
fore a War Labor Board panel, also 


announced it had accepted terms of 
the contract, full provisions for 
which are being drawn up and 
which are expected to be completed 
by next Monday. 

The unity of the six other major 


transcription companies, which, 
through their counsel, Walter A. 
Socolow, branded as “thoroughly 


abhorrent” the pact between Decca 
and the AFM, may be broken by an 
understanding between Empire 
Broadcasting Company and _ the 
union. 

Pending final details of the 
Decca agreement, the hearing be- 
fore the WLB panel was adjourned 
until Sept. 27 by Arthur S. Meyer, 
chairman, over the objections of Mr. 
Socolow, who declared after the 
session, “It’s just a ‘slush fund’ and 
we won’t subscribe to it.” Mr. 
Meyer indicated details of the con- 
tract may be completed by Monday, 
at which time the other companies 


would have an opportunity to study 
them and decide whether they 
wanted to abide by their present 
stand. 

Mr. Meyer emphasized that the 
WLB panel will continue to retain 
full jurisdiction of the dispute, with 
authority to review all terms and 
conditions of contracts and agree- 
ments entered into “to the extent 
that they are matters of national 
concern under the broad powers of 
the National War Labor Board.” 


Vogue to Brisacher 


Vogue Rubber Company, Chi- 
cago, has appointed the Los An- 
geles office of Brisacher, Davis & 
Van Norden to handle its adver- 
tising. Business papers are being 
used to line up dealers for postwar 
franchises and to announce the 
company’s new synthetic tires now 
in production. 


These Fighting Films— 


each an official government agency presen- 
tation—can be immediately screened ‘over 
your name as sponsor—in theatres and com- 
munities of your selection throughout the 


nation— 


s 
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WAR SAVINGS CAMPAIGN 

OPA RATIONING CAMPAIGN 
WAC RECRUITING CAMPAIGN 
LABOR JOB SAFETY CAMPAIGN 
ODT WAR TRAVEL CAMPAIGN 
CIVILIAN DEFENSE CAMPAIGN 
WPB CONSERVATION CAMPAIGN 
U. S. PUBLIC HEALTH SERVICE 


Other Campaigns In Preparation 


ASK SCREEN BROADCASTS to 


send you full information about the 


Campaign of your choice. 


"'THE THE TNATIONAL-NETWORK OF THEATRE COMMUNICATION" 


SCREEN BROADCASTS 


WASHINGTON, D. C. 


__ 923 15TH—STREET, 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


122 East 42nd St. 


NEW YORK CITY 
Murrayhill 3-499! 


1032 Carondelet St. 


NEW ORLEANS, LA. 
Magnolia 4545 


Walnut 3551 


Rhodes-Haverty Bldg. 
ATLANTA, GA. 


/ FILMS THAT FIGHT 


for Uncle Sam 


...and You ! 


ej 
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Poeeerenraas — 


cA 


, N. W. 


Distributed by 


UNITED FILM SERVICE, 


2449 Charlotte St. 


Harrison 5840 


KANSAS CITY, MO. 


SCREEN BROADCASTS War Effort Films enlisted early and 
are serving widely on all home fronts. Sight, Sound, Action 
combine to dramatize essential War problems—on motion 


picture screens—quickening the thought and spurring the 
effort of record-breaking audiences. 


munity security and by strengthening morale, create a great 
new vision for America’s post-war future. 


They accent com- 


INC. 
333 N. Michigan Ave. 


CHICAGO, ILL. 
Randolph 2248 


'§ 153 E. Elizabeth Street, Detroit, Mich. 
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War Cooperation 
Must Continue in 
Future: La Roche 


New York, Sept. 22.—Upx 


1943 


- > th 
ability of highly competitive od, 
ness groups to continue coope: ating 
with each other in the ni ‘ions 


interests, as they have been 
through wartime necessity, |; 
depends future American pros} 
Chester J. LaRoche, chairman 
War Advertising Council, to) 
Sales Executives Club of New 
at a luncheon meeting yesterd 

Describing the close liaisor 
all industry has established with 
government agencies, and laudin 
the work performed by 2,500 |» bor. 
management committees, Mr. La. 
Roche declared: 

“Stimulated by the powerfu! mo. 
tive of helping the country win the 
war, divergent groups have gottep 
together, with good results both to 
themselves and the nation. Nor. 
mally, selfish interests would have 
kept them apart. But, under the 
forced draft of war—which makes 
possible doing things in weeks that 
might normally take years—lessery 
interests have been set aside for the 
greater interest of all. 

“So far this is just a trend. But 
unless it continues, unless business 
and labor and farmers and govern- 
ment can enlarge upon it, I do not 
believe we will have a sound basis 
for American prosperity—and hence 
the prosperity of the world.” 


Good of All Considered 


Without becoming less competi- 
tive, large businesses and small have 
proved they can join together on 
common problems, Mr. LaRoche 
declared. Hailing a “new sort of 
competition,” which he described as 
“competition which takes into ac- 
count the good of mangement, the 
good of the stockholders, the good 
of labor, the good of the people as 
a whole,” Mr. LaRoche cited as an 
example the work of the War Ad- 
vertising Council, a volunteer, non- 
profit organization set up by all 
branches of the advertising field to 
utilize the power of advertising 
effectively to bring essential infor- 
mation to the home front. 
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Reviews Bond Figures 


“How well the plan has borne 
fruit is, I am sure, apparent to all,” 
Mr. LaRoche said. “During the 
three weeks of the 2nd War Loan, 
newspapers carried nearly 73,000,- 
000 lines of copy, whose estimated 
value was more than 4% million 
dollars. Radio broadcasts, promoting 
the campaign, totaled 118,000 an- 
nouncements and 8,000 programs of 
15 minutes or more. Estimated value 
of the radio time alone was $6,000,- 
000 for the three-week period. 
There were 15,000 outdoor posters, 
with a value of $400,000; and cards 
in buses and street cars, with a 
value of $100,000. In all, American 
business contributed $11,000,000 to 
the 2nd War Loan through its ad- 
vertising. And these impressive fig- 
ures are being topped during the 3rd 
War Loan. Newspaper advertising 
volume, instead of 73 million lines, 
will run better than 100 million 
lines. This is equal to 50,000 fu l- 
page newspaper ads—the biggest 
newspaper campaign in history.” 


The ONE Shot 
TRI-COLOR «” 


Camera 


What it is and what 
it will do for you 


Makes 8 color separation negatives 


poe a y - A sing's exposure 
records the blue, red and yellow in 
the original subject, also completing 
the original photograph. Color print- 
ing plates can be started immedi- 
ately, or tri-color prints can be pro- 
duced in any quantity and any size 
up to 14” x 17”. Reproduces the color 
object or scene in 2, 3, or 4 colors in 
the shortest possible time. Color sep 
arations made directly from the 
object yield the sharpest detail and 


most accurate color reproduction, 
and also save time and money. For 
particulars phone or write: 


JEFFERY WHITE STUDIO INC. 


Color Photography Since 1920 
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“THE SAD CASE OF STINKY!’ 
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ISSEN, GANG | WE'LL TRY ONCE MORE! 
ERE'S GONNA BE A TRUCK FULLA PRIZES 
FOR DA PICNIC COMIN’ INTO CLEAR LAKE 
PARK DIS wae . NOW HERE’S WHAT 
W . “eee 


THAT AFTERNOON AS BILLY BATSON AND A.J. SUDSY 
DRIVE TO THE PICNIC IN THE PRIZE TRUCK THE GANG 
| AWAITS IN HIDING WITH SINISTER PURPOSE! 


HOLY MOLEY, M2 SUDSY,\'M ) YES, BILLY, IT TAKES MORE PUSH IT OVER, AS THE BOY -|TS CAPTAIN MARVEL TO THE RESCUE! 
SURE GLAD YOU FEEL WELL / THAN A BUNCH OF BOY HOOD=\ | GANG ! INTO BILLY PRO- 
ENOUGH TO COME TO THE ) LUMS 10 STOP OLD A.J.SUDSY! ) | DA WATER / NOUNCES THE| | C-CAP7A/V ) YOU GOT YOUR WISH, 
PICNIC ! I JUST WISH I COULD RUN MAGIC WORD MARVEL! ¢ MR. SUDSY ! THERE'S 
ACROSS THAT GANG AGAIN... SHAZAM, THERE] | y/PEeS / THE GANG AGAIN J! 
S A BLINDING 
FLASH OF 
HGH TNING cfa 
-* 
q # 4 \ 
ee 


C'IMON, KIDG! CAPTAIN 4 YAY / LETS OVER YOU THEY THREW OUR I'LL GO RESCUE 
MARVEL AN' MR. SUDSY GO! WELL GO, DIRTY- / PRIZES IN~ WE'LL THE TRUCK! 
ARE IN TROUBLE! HELP / FACE! THROW THEM 
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its Ay ng 7 — RUFFIAN, HOW 00 
Wh Gv YOU LIKE THIS ? 
“hy Zit hy 
TER... GEE ,T'ANKS ,MR.GUDSY/ I NEVER) YOU KNOW, STINKY, OVER 4,000,000 
<M PROUD AND \ KNEW B'FORE HOW WONDERFUL y/ CAPTAIN MARVEL FANS ARE MEMBERS OF 
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PPY TO PRESENT 
) WITH THE ONLY 
WAINING CASE OF 
DOSY SOAP SALVAGED 
OM THE POND STINKY 
J HAVE THE CLEANEST {5.4% 
‘E OF ALLTHE CLEAN 2 
CES CLUB MEMBERS 


THE CLEAN . FACES CLUB, TOO/ THEIR 
‘ OTTO iS- 

YOULL NEVER BE DUBBED RIGHT GUY, _, 
UMLESS YOURE A SCRUBBED WHITE GUY/ 
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ow / Top IT! 
DATG SOAP! IR 


For any soap manufacturer 

who wants to get 4,000,000 
soap-using, soap-liking, sales- 
influencing kids on his side, ! 
could have the Fawcett lads give 
some great facts about winning 
sales at easy-cost advertising 
in the Fawcett Comics Group. 


... And the Fawcett folks say 
that the circulation is now over 
4,000,000 a month—and they’re 
charging for only 2,400,000! 
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Section of colorful parade as it came to halt be- 
fore Sibley, Lindsay & Curr, sponsor of the Four 
Freedoms War Bond Show in Rochester. The 
Four Freedoms Show Flag has just been raised. 


Thousands buy War Bonds and Stamps as this U.S. Treasury Department, 
Saturday Evening Post War Bond Show marches across the nation 


ASHINGTON ... Philadelphia... 

New York... Boston... Buffalo 

... Rochester .. . Pittsburgh . . . great cities 

in the path of the Four Freedoms War 

Bond Show where thousands have come to 

witness Norman Rockwell’s moving paint- 

ings—and leave inspired with their pene- 
trating truth and great significance. 

Everywhere en route—great department 


stores give almost limitless cooperation — 


industry puts its shoulder to the wheel -— 
men and women working for victory give 
their best to this great cause of freedom. 
On its national tour—the Four Freedoms 
War Bond Show will visit your city—or a 
city near you. Be sure to see Rockwell’s Four 
Freedoms—the magnificent displays of fa- 
mous Saturday Evening Post paintings and 
cartoons—the features and entertainment and 
innovations that are thrilling the nation. 


FIER 
THE FOUR FREEDO 
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The Mayor and city officials head parade open- 
ing the Four Freedoms War Bond Show at the 
Wm. Hengerer Co. in Buffalo, with military and 
civic organizations cooperating. 
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WATCH FOR THE FOUR FREEDOMS WAR BOND 
SHOW COMING TO THESE CITIES: 


DETROIT—J. L. Hudson Co. . . . . September 27—October 9 
CLEVELAND—The May Company. . . October 18—October 25 
CHICAGO—Carson, Pirie, Scott & Co. . November 11—November 22 
ST. LOUIS—Stix, Baer & Fuller . . . December 16—December 23 
ae , NEW ORLEANS—D. H. Holmes Company . January 7—January 14 

| un. Ite oe ~=——dDALLAS—Titche-Goettinger Co. . . . January 27—February 5 
| U.S. TREASURY 4 1 LOS ANGELES—Bullock’s. . . . . .February 18—February 28 
ESATURDAY EVENING POS! , SAN FRANCISCO—The White House. . . March 10—March 17 
q WAR HO . | PORTLAND—Meier & Frank Company . . . March 27—April 8 


’ SHOW 7 : - DENVER—The Denver Dry Goods Co. . . . . May 25—May 30 
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Utilizing Our 


Waste Paper 


Resources 


Paper manufacturing is a highly 
technical business, and it is difficult 
for the layman to pass judgment 
correctly on many of the production 
problems which the industry is now 
facing. Nevertheless, it seems per- 
fectly clear that in attempting to 
increase production of paper for 
publication printing, not enough use 
has been made of the potentially 
huge reserves of waste paper repre- 
sented by old newspapers, maga- 
zines and wrapping papers. 

A current campaign to collect 
brown papers for use in making 
kraft and paperboard, so important 
in the production and packaging of 
items required by the military, is 
working reasonably well, though it 
lacks the force and _ spectacular 
qualities which have distinguished 
the salvage campaigns initiated in 
behalf of the iron and steel indus- 
try. But little or nothing has been 
done to increase the collection and 
salvage of waste represented by old 
newspapers and magazines. 

Newspaper stock can be used only 
in making paperboard, but the 
higher grade papers used in maga- 
zine printing, except pulps, can be 
salvaged to advantage and used 
over again in the making of book 
papers suitable for periodical print- 


ing. In fact, some mills are able to 
use as much as 80 per cent of pulp 
made from this material! 

What should be done? The waste 
paper trades complain of low ceil- 
ing prices, but the real problem is 
a shortage of labor which makes 
the collection and sorting of waste 


paper extremely difficult. In addi- 
tion, many housewives formerly 
interested in the revenue repre- 


sented by their waste paper collec- 
tions are no longer concerned, and 
hence the only effective appeal that 
can be made is along patriotic lines. 
People would gladly sort and turn 
in their old magazines, as well as 
newspapers, wrapping papers and 
other salvage, if they thought it was 
as important to the war effort as 
it actually ‘is. 

It is an amazing fact that the 
magazines, hard pressed for paper, 
are providing space liberally to pro- 
mote anti-inflation and civilian de- 
fense campaigns. Increasing the 
paper supply is so important to 
them and their readers that they 
might well divert some of the space 
available for war projects to a drive 
to persuade magazine readers to 
salvage old copies and thus make 
sure of receiving new ones in the 
future. 


The Railroads Need Help 


During the war period the rail- 
roads have been doing a remarkable 
job of handling a greatly increased 
volume of freight and passenger 
traffic with less equipment than 
was formerly available for handling 
a much smaller volume. Now 
are beginning to pay the price, 
the recent series of railway disas- 
ters has proved. 


we 


as 


|of passenger cars of all kinds of 
27,707, as compared with 41,733 in 
| 1920! 

The railroads are the backbone of 
the war effort. 
duction would be slowed to a stand- 
still. Without adequate equipment 
and materials for maintenance and 
repair it foolish to expect the 
railroads to do the job which the 
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DESCRIPTIVE LABELING TESTED 


| 
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Without them pro-| 


“It says it can be used 


~—War Laffs 
for babies or dishes.” 


Ad-libbing 


Ad for Advertising 

Bruce Wharton of the Phila- 
delphia Inquirer called our attention 
to this unusual newspaper adver- 
tisement, prepared under the direc- 
tion of Mrs. Frances Archdeacon, 
advertising manager of Dewees. He 
characterizes it as a most unusual 
advertisement for a specialty shop 
to run, inasmuch as it is not only 
an institutional advertisement for 
the shop, but for all retail advertis- 
ers. We concur wholeheartedly. 


Oper B10 te 5.00  Wadnendey Noon ae 


Dewees’ Advertising is a 
CHAPTER OF LIVING HISTORY 


Anyone interested in “the Amencen woy of life would find 
Parcinonng reading in he odverts og of he nanors rete” store: 
Gurng he pow few decodes 


Here is reflected the march of fashion thot mode Americo the 
Dee! dreued raven in the world Mere ore the household goods and 
GOdgEN thot lghtened the burden: of hovseteeping, the comtorn 
Ond Convemences that lied the stondords of American living, 

fhe orticies of beauty ond decoronon thet brought groce 

ow crfranon 


Today's retail advertising 
writes a new. more vital chapter 


Todey we urge you to buy WAR BONDS AND STAMPS. We taf 
8 Menge to buy 


os, fob 


of things to seve oF we We set forth wath conder 


He effects of priomnes, price co © rewrichoms. cred’ 


ant for the agency, serves as an- 
other reminder of the stature which 
advertising agency service has as- 
sumed. Dr. Palyi will be available 
for consultation to the agency and 
its clients on broad economic, finan- 
cial and business policies, with par- 
ticular attention to postwar market- 
ing and economic possibilities. 

His retention by an advertising 
agency is another step forward in 
the concept of agencies as business 
and merchandising counselors, 
rather than as copy and art fac- 
tories. Agencies now have mer- 
chandising departments, consulting 


economists, statisticians, research 
and management experts, and a 
host of individuals and_ services 


which were as foreign to the con- 
cept of the early advertising agency 
as employe relations was to the 
average prewar advertising man- 
ager. 

It seems to us extremely signifi- 
cant that the counsel of the only 
people actually engaged in the “ad- 
vertising business,” i.e., advertising 
agencies, is being more and more 
sought in connection with business 
matters far beyond the confines of 
advertising; while at the same time 
advertising managers and advertis- 
ing departments are more and more 
emerging from their own rigid con- 
fines and taking responsibility over 
public relations, employe relations, 
personnel recruitment, etc., with 
which they formerly had nothing 
whatever to do. 

All of this points toward a real- 
ization on the part of business that 
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‘Information 
for 
Advertisers 


| The following documents rp 


ay be 
| secured without charge from com. 
panies sponsoring them, or t “Ough 


| ADVERTISING AGE, by any n 
advertiser or advertising 
executive writing on his b) 
| letterhead. 


‘Ona 
ency 


| No. 2228. Early American . 
| tising Art. 

'| Compiled by Carl W. Dre 
and issued by the Youth Group of 
magazines, this 48-page booklet 
/contains hundreds of reproductions 
of illustrations used by American 
advertisers of various types of prod. 
ucts and services in the years 1759 
to 1850. Stage lines, railroads, fur. 
niture, stoves, food and clothing are 
only a few of the many items rep. 
resented. 


No. 2229. Targets for an Editor. 
The Saturday Evening Post has 
issued this report on editorial prog- 
ress based on every-other-week 
readership surveys conducted since 
1941 by the Curtis Public Opinion 
Division. The report uses the “edi- 
torial hit’? as a yardstick, which is 
described as a story or article com- 
pletely read by a number exceeding 
a standard established by the Post 


/perd 


in 1941. The new report, which 
follows last February’s outlining 
changes planned by Ben Hibbs 


when he became editor, shows per- 
centage gains in the number of new 
editorial hits in the new Post. 


No. 2230. F & L Standard Colors 

The Fuchs & Lang Mfg. Company, 
division of General Printing Ink 
Corporation, has issued this new 
specimen book, which is a compila- 
tion of 52 standard inks formulated 
for the offset press, lithographed 
on both offset and coated offset 
stocks. Each ink specimen shows 
screen values, solids and reverses, 
and is accompanied by detachable 
swatches. 


No. 2186. Our Stake in the Pre- 
Peace Conferences. 


This is one of Business Week's 
series of reports to executives, 
which is reprinted from the publi- 
cation’s May 22 issue. It sets forth 
facts, figures, problems and pro- 
posals that establish a basis for 
postwar planning on an _ interna- 
tional scale. 


No. 2199. 
vey. 
Station WHO has issued this re- 
port of a survey made among feed, 
grain and hatchery dealers of Iowa 
showing advertising preference 
Recipients of the survey cards n- 
swered the question, “Which sta‘e- 
wide advertising medium helps ' 
sell the most goods for you?” 


No. 2191. 1933-1943 Souvenir. 
Called “An address on the oc 
sion of the 10th anniversary of | 
United States News, by the Hon 
able Cornelius Drumwagon,” |t 
illustrated brochure goes back 
a look at the milestones along 
path of the publication‘s career. 
record of its publishing form 


Iowa Farm Dealers’ Sur- 


These accidents, Railway Age|war demands must be done. The paseo tren ir eer ada advertising is not something that/ circulation and readership are © 
recently said editorially, have|loss of life in recent accidents Wr fering that we should we our advertving to _can be turned out like spools of | cussed. 
“shocked but not surprised those| merely highlights the folly of a usieaeumeineatniaaeee thread or purchased by the pound, No. 2152 A Collector’s Item r 
“ . - Pn RITA oe ee ni act Pere IP abetatinatiadannaadntnins and that the man or the organiza- > eed 
familiar with the history of such/| national policy which handicaps} as taleain intemeas een tion which can handle advertising Timebuyers. 
accidents and with the difficulties| one of our most important war! | successfully must inevitably have Radio Station WOW, Omaha, ! 
under which the railroads are} industries. | skills and knowledge which make| issued this brochure, which it I 
carrying on.” Increased traffic and| The railroads, as Railway Age| ee ‘ | him highly useful in plotting and labeled the first mail map e' 
poorer equipment, as well as the/ says, “cannot make bricks without} paar: |executing the general course of| issued which conforms to all sta! 
accompanying strains on manpower, | straw. They cannot keep the physi- | | business. ards recommended by the Fi 


A’s, Radio Executive Club and ¢ « 
research and broadcast advertis! 
divisions of the NAB. The n 
coverage map is the result of 
year’s study of mail received fr 
WOW listeners in a 12-month per 
prior to Nov. 1, 1942. 


cal properties in safe condition or| This is the kind of approach that | 

operate them safely without enough | a do much to aid all advertising, | Jottings 
of equipment, materials or Webel cate tat aoa pected ad ae) Most unusual 3rd War Loan 
power. Persistence of government} 4443] advertising is a chapter of | newspaper tie-up thus far to come 
agencies in denying adequate equip- | living history of a nation deter-| ‘t° this department’s attention is 
1943, with the result that every old| ment and materials, and in de-| mined to win a war.” that of the Evening Tribune, 
passenger car that would still run | pleting manpower, have been caus- . beeen ne Mass. Front-page news 
has been dragged from its hiding! ing steady deterioration of locomo- Economist pee relegated to the second section 
place and put into service again.| tives, cars, tracks and other per- ; ae gp Benth ot tates hg psa oP ray a — 
The 300 per cent increase in passen-| manent structures. It is only rea- tising nee ar De w eiaeibler (on ftw soem aids saute aoe 
ger traffic, which dwarfs the rela- | sonable to expect that continuance Palyi, famed ecenemict with alan editorial head devoted to the 
tive increase in freight volume, has/of these policies will cause con-| world-wide reputation, has been | drive, to say nothing of the columns 
been handled with a total number! tinued increases of accidents.” engaged to act as economic consult-/| and columns of advertising. . . 


have combined to increase the haz- | 
ards and the probability of accident. | 

Restrictions on the purchase cf} 
new equipment and materials have | 
not been relaxed by WPB during) 


No. 2127. A Tale of 412 Cities. 


National Broadcasting Compa ° 
has released this booklet which * 
the second volume of the report 
its all-county survey of dayti! 
preferences of radio listeners in 4 ” 
cities. 
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This is the Army, Mr. Jones! 


N” THE WAY it looks—but the way it sounds. This is the 
army marching to the front or tramping down a dusty 
road. This is the army on parade up Main Street. 


It fools you every time. When the command, “Company, 
ha—alt!” rings out, you hear hundreds of feet stop in their 
tracks with a snap. When the Sergeant bellows, “On the 
double—march!’’—you hear those feet kicking up the dust 
just as if you were standing beside them. 


This is the army, Mr. Jones, the way you hear it on your 
NBC radio programs. A few dozen sticks clicking against 
a board. 

A clever gadget, to be sure. Yet the thought, the skill, the 
experiments and the experience that went into its creation 
would floor you! Because making sound effects devices that 


eee 


are so realistic, so authentic, so dramatic they will sound 
better than the real thing, is a full-time job for a staff of 
experts at NBC! 


Today, a script may call for any conceivable sound made 
by man or nature—and your NBC sound effects expert will 
reproduce it with absolute fidelity. 


NBC has pioneered in the development of sound effects ; it 
has built up the largest and most complete sound effects 
department in radio—for a very good reason. Sound effects 
add drama, interest, and realism to broadcasting. Good 
sound effects make a good program better. And NBC is 
interested in offering the best in broadcasting, 


Which is one of the reasons why NBC is “The Network 
Most People Listen to Most.” 
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In Fort Wayne, 


advertisers voted so strongly 
—with Paid Advertising 


that the 


Fort Wayne 


JOURNAL-GAZETTE 


became in August, 


the City's 


LEADING MARKET PLACE 


Total Advertising Lineage 
Figures from Media Records 
speak for themselves— 


JOURNAL-GAZETTE 726,379 Lines 
SECOND PAPER 700,067 Lines 


This is an achievement, 
not of the month, 
but of a healthy, progressive 
growth over a period of years 
—the kind of growth you nor- 
mally expect from a paper 
that is serving its advertisers 
and readers well and profit- 
ably. 


Follow the tip from these ad- 

vertisers. Get results by 

placing your advertising in 
the columns of the 


JOURNAL-GAZETTE 


Fort Wayne's healthy newspaper 


The only newpaper in Indiana carrying 
“Associated Press-Wire Photo Service.” 


JOURNAL-GAZETTE CO. 


FORT WAYNE « INDIANA 


Ad Specialty 
Makers Discuss 


Postwar Problems 


Chicago, Sept. 23.—War produc- 
tion problems took a back seat to 
postwar planning this week among 
the members of the Advertising 
Specialty National Association, at- 
tending their 40th anniversary con- 
vention and specialty fair. 

While no plans for the industry 
as a whole were drawn up, individ- 
ual manufacturers stressed the need 
for planning an orderly reconver- 
sion to peacetime production. Gov- 
ernment work was a prime topic 
at last year’s meeting, but since 
then many have hurdled prelimi- 
nary obstacles and converted pro- 
duction 100% to war tasks. While 


the industry has contributed nota- 
bly to the war effort, members were 
cautioned that many problems will 
confront them when the war ends 
and that, in the meantime, jobbers’ 
interests must not be forgotten. 

As an illustration of the intention 
to continue with the over-all objec- 
tive of industry betterment, J. R. 
Talcott, retiring president of the 
association, pointed out that not 
only had manufacturers maintained 
membership during the past year 
but the roster has been boosted 
more than 10% by newcomers. 


Paper Supply Discussed 


Restrictions and material short- 
ages, mounting prices and the tight- 
ening paper supply also came in 
for considerable attention. The in- 
dustry has not fared badly as far 
as paper restrictions are concerned, 
but members admitted that they 


will be in the same boat with other 
users if available supplies continue 
to dwindle. 

There is no prospect of increased 
production in calendars, maps, pen- 
cils, novelties and other specialty 
items, and won’t be for the dura- 
tion, members agreed. Sales are 
heavy and no where near all orders 
can be filled. 

The association’s promotional film, 
“Secrets of Success,” was shown 
members at the general industry 
meeting Monday afternoon. More 
than 30 exhibitors displayed avail- 
able wares at the 1943 specialty fair, 
also conducted at the Palmer House 
during the week. 

C. Wilson, president, Osborne 
Company, Clifton, N. J., was elected 
president of the association, suc- 
ceeding Mr. Talcott. H. R. LeRoy, 
president, Pencil Supply Company, 
Union City, N. J., was named vice- 
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1943 advertising 
president, and F. A. Geiger 
dent, Geiger Bros., Newar “ Shulte 
renamed treasurer. 7 
ees Prom<¢ 
Issues News Breaks Wo 
Stations KSO and KRN*, p, Ml 
Moines, working with the Nation, New YO 
Association of Broadcasters h,,, record & 
published a list of the most mpor. oe ne., | 
tant news breaks of the past foy, aign in a 
war years, which is availa)le 9, soe ines 
request to other stations anc rag, ence Moni 
agencies. The ne’ 
—_—_ marks it 
stra! it FE 
S. O. Promotes Thompso;, Seis deve 
E. D, Thompson, for the pest fy, MP magezines 
years manager of the advertisip, drive besi 
division of Standard Oil Compan, Mi war mes! 
of California, San Francisco, pha. ment 
been appointed assistant gener, The scl 
sales manager. He has been wit, nd two- 
the company for 28 years. white, W! 
—_* 


| & Gardens!”’ 


 . thanks to 
Better Homes & Gardens” 


No wonder so many families all over 
America use these words in praising 
Better Homes & Gardens. It’s a magazine 
attuned to family living in every way. To 
its readers it has become an intimate ad- 
viser on family living problems. 


“Thanks to Better Homes & Gardens 
we know how to live wisely!” 


“T' VERY time we go over our family finances, we're mighty 
glad we're readers of Better Homes & Gardens. Be- 
cause of Better Homes & Gardens, we've not only been able to 
anticipate the many changes that wartime living has made in 
our home life, but we’ve been ready to meet them and make 
the necessary adjustments. 
“But keeping our budget balanced is only one of many ways 
that Better Homes & Gardens has helped us live wisely. Its 
friendly, how-to-do-it articles have helped us keep our health 
up to par. We've avoided many a pitfall in bringing up Bobby 
and Joan because of its sound child guidance articles. 
“Better Homes & Gardens, too, showed us how to set up a 
sound insurance program—and how to avoid the jitters that 
wartime worries so often bring. In dozens of ways it’s our 
authority on family living. We're healthier, happier and bet- 
ter prepared to face life’s problems — thanks to Better Homes 


In everything that affects the home life of 
its readers today .. . meal planning, family 
health, gardening, home furnishing, child 
care, canning and preserving, home man- 
agement— Better Homes & Gardens is re- 
garded as the family authority. 


——— 
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Shulton’s Fall 
Promotion Keyed 


to Womanpower 


New York, Sept. 23.—Calling for 
~ ord advertising budget, Shul- 


oy ine., has launched a fall cam- 
paigt in a list of 19 leading national 
magazines and The Christian Sci- 
ence Monitor. , 

new campaign by Shulton 
marks its first departure from 
straignt product advertising, since 


it is devoting half its space in 13 


magezines to the womanpower 
drive besides carrying an additional 
war message in every advertise- 
ment 


The schedule calls for full, half 
und two-third pages in black and 
white, with the usual illustrations 


of Shulton toiletries, followed by 
descriptive product copy. The tran- 
sition to the womanpower theme is 
keyed around two captions, the first 
of which, “Useful and Beautiful” 
heads the product copy, while the 
second caption, “Useful and Duti- 
ful,” leads off the second half of the 
advertisement which urges women 
to get into the war effort. 

One series of advertisements car- 
ries an apt quotation by Ralph 
Waldo Emerson, “Do with might 
and main what you can do.” Copy 
then says that “no one is too old, 
too inexperienced or too busy to do 
some kind of war work, paid or 
volunteer, full time or part time.” 
Women who do not know how to 
start. are advised to consult the 
U. S. Employment Service or local 
volunteer organizations. 

The new campaign is in addition 
to Shulton’s cooperation with the 


Allied Drug and Cosmetic Indus- 
tries war bond campaign in which 
leading toilet goods and cosmetic 
companies are participating. 

The magazine list includes Col- 
lier’s, Cosmopolitan, Esquire, For- 
tune, Good Housekeeping, Harper’s 
Bazaar, Ladies’ Home Journal, Life, 
Look, Mademoiselle, McCall’s, Na- 
tional Geographic, The New Yorker, 
Redbook, The Saturday Evening 
Post, This Week Magazine, Time, 
Vogue, and Woman’s Home Com- 
panion. 

Wesley Associates, New York, is 
the agency. 


BBDO Transfers Bott 


Leo P. Bott, who recently joined 
the Chicago office of Batten, Barton, 
Durstine & Osborn, has beeen trans- 
ferred to the agency’s Buffalo office 
as account executive. 


Homes & Gardens 


‘amily-Service 


Home 


Magazine 


Tintex Increases 
Fall Advertising 
for Tints, Dyes 


New York, Sept. 21.—Launching | 
a fall advertising campaign which 
is the largest in a quarter century 
of Tintex history, Park & Tilford 
this week placed the first of a series 
of advertisements for Tintex tints 
and dyes in The American Weekly 
and 113 newspapers in 92 cities. 
The advertising budget represents a 
250% increase above last fall’s. 
With once-a-week and twice-a- 
week insertions ranging in size from 
471 to 100 lines, a total of 381,000,- 
000 separate advertisements will be 
run. The schedule represents an 
increase of 90% over last year in 
the number of advertising impres- 
sions, of 84% in the number of 
cities and of 80% in the number 
of newspapers. 

Following the theme of last year, 
copy is tied in with the govern- 
ment’s conservation program and 
stresses the many ways in which 


Tintex tints and dyes help extend 
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the life of wearables and home 
decorations, keep women in fashion, 
and save money. 

Charles M. Storm Company, New 
York, handles the account. 


Sound Planning Stressed 


in Institute Survey 


Answers to questionnaires sent in 
June to leading display suppliers 
and to advertisers requesting facts 
about development of postwar pro- 
grams by the Point of Purchase 
Advertising Institute, New York, 
reveal that there is growing reali- 
zation of the importance of sound 
planning in display advertising for 
peacetime operation. 

Most constant trend in the mate- 
rial obtained, according to the insti- 
tute, is toward consideration of 
various types of methods used to 
stimulate movement of merchandise 
as closely interlocked elements of a 
single process in which sales, media 
advertising, display, retail clerk 
training and related kinds of pro- 
motional effort are coordinated as a 
unified force. The Institute plans 
to publish a summary of informa- 
tion, ideas and opinions received. 


Lhe Beautiful 
Gite ad Boellim Hlemes of (Naleher 


ARE INWWL 


And so are 608,090 Radio Homes from five different States! 


LAND! 


WE CALL IT 


nearest competitor. 


NEW ORLEANS | 
50,000 WATTS—CLEAR CHANNEL 


The Greatest Selling POWER in the South's Greatest City 


CBS Affiliate —Nat'l Representatives, The Kotz Agency, Inc. 
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“WWL-Land” because 
WWL, the only 50,000 watt, clear chan- 
nel station for hundreds of miles around, 


is five times more powerful than its 


| 
| 
| 
| YES SIR, if you want to sell something 
| to the Deep South, here’s your station: 
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Cuts Format Size 


Effective with the Oct. 15 issue, 
Modern Industry will cut its over- 
all size to 10 x 11% inches. Re- 
styled makeup in slightly shorter 
columns maintains the appearance 
of the publication’s oversize format. 


BOOKLET MAILED TO 
EXECUTIVES ON REQUEST 


_ WILLIAM 
‘Wau alsin 


We a 
540 N. MICHIGAN - CHICAGO - WHITEHALL 7819 


‘American Weekly’ 


Announces Space 
Policy for 1944 


New York, Sept. 22.—In one of 
the first definite statements of war- 
time policy on the acceptance of 
advertising by a national magazine, 
The American Weekly. advised 
agencies this week of orders it will 
accept, and preferences it will give, 


during 1944. 


The publication explained that it 
had already sent letters to 42 agen- 
cies requesting the cancellation of 


for November issues, and $105,000 
scheduled for December issues, be- 
cause of an anticipated additional 
5% WPB paper cut for the fourth 
quarter. In a general letter ad- 
dressed to all heads of agency 
media departments Saturday, the 
magazine outlined its position with 
respect to space limitations for next 
year. 

“In order to avoid a repetition in 
1944 of the problem which we have 
faced in the last four months of 
this year in meeting the reduced 
paper requirements of the WPB for 
next year, we will accept orders, 
with definite assurance of publica- 
tion, for seven color advertisements 
and a total of 4,500 lines of black 
and white per issue,” the manage- 
ment explained. “Of the seven color 
advertisements, not more than three 


All color advertising must be non- 
cancellable, excepting where there 
are extenuating circumstances due 
to war conditions. 


Regulars Favored 


“First preference will be given to 
the acceptance of orders from those 
companies which have advertised in 
The American Weekly in 1940, 1941, 
1942 or 1943 and particularly to 
those companies who are today 
manufacturing merchandise for 
consumer use, of those whose plants 
are now devoted entirely to the war 
effort but who, upon the cessation 
of hostilities, will again manufac- 
ture merchandise for consumer use. 

“We believe that it is most im- 
portant to maintain the editorial 
standard of The American Weekly 
and while we want to carry the 


$347,000 in advertising scheduled 


may be less than page color units.|maximum in advertising volume, 


HE Northwest Country used to be a place of 

pretty grim silences in the early morning. 
Housewives and farm-wives and welders and 
white-collar workers used to start the morning 
with a menacing ‘‘daybreak grouch.” 

Then came the ‘‘Sunrisers.’’ Now all is sweetness 
and light— no one ever throws clocks at Lew Brock. 

When they first went on WCCO seven years ago, 
the ‘‘Sunrisers’’ broadcast the first all-live-talent 
early-morning program in the Northwest. More 
people now listen to WCCO from 6:00 to 7:00 A. M., 
than to all other Northwest stations combined. And 
the grim dawn is filled with an hour of mellow 
music and chatter and cheerful noise. 

Emcee Lew Brock, a former vaudeville star 
with a gift of (ad-lib) gag, rules the cast with a 
rod of ridicule: the Bob-O- Links (who sing) the 
Plehal Brothers (who blow harmonicas) Toby 
Prin and Harry Habata (who persuade the piano 
and accordion) Nan Murphee (who warbles) and 


Good Neighbor to the Northwest 


a 
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Wally Olson’s WCCO orchestra which drowns out 
practically everything east of the Rockies. But it’s 
not all nonsense. In addition to comedy and song, 
there’s major farm news, market quotations and 
the latest CBS-UP-AP news. 

It’s neighborly stuff, this nonsense on the air— 
like most everything else WCCO does for 24 hours 
a day. It’s the sort of good neighborliness that has 
made WCCO so dominant in the Northwest. 


“Sunrisers” on WCCO offers an opportunity to reach the 
prosperous Northwest at WCCO’s low early morning rates. 
Participations are available. Ask us or Radio Sales. 


es 


Represented by Radio Sales, the SPOT Broadcasting Division of CBS 
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nevertheless the value of The 


: mer. 
ican Weekly for you an your 
clients is dependent primari|, \ypo, 


the continued reader interes 
publication. It is for this 
that in order to comply wit! WPR 
paper restrictions it was ne 
for us to request the cancella 
so large a volume of adve,:; 
scheduled for September, ©: oi, 
November and December 
This advertising was ordered 
we knew about these paper © dy. 
tions. 

“We cannot continue to © ocep 
orders and later ask you to © angg| 
them. Therefore, we are nm. king 
our plans to accept a minimun yo). 
ume of advertising for whic), y,. 
believe we can guarantee pu) lica. 
tion. When orders for this volume 
are reached in each issue, dqj. 
tional orders will only be taken wit} 
the understanding that such ai iver. 
tising will be published only } 
space later becomes available. 

The text of the letter is also be. 
ing published as a full-page adver. 
tisement. 


Mutual-‘Monitor’ Air 
Worldwide News 


Following months of negotiation 
between the Christian Science Mon- 
itor and the Mutual Broadcasting 


| System, arrangements have been 


completed to broadcast, via short 
wave, daily exclusive reports from 
at least three Monitor staff men 
from vital news points the world 
over. The programs will Open and 


|close each day from the newsroom 


of the Monitor in Boston. 

The program, inaugurated Sept. 
20, is scheduled to be heard Mon- 
days through Fridays, from 6:30 to 


6:45. p. m., EWT, over the full Mu- 
tual network of 211 stations. 


To Earle A. Buckley 


Earle A. Buckley Organization, 
Philadelphia, has been appointed to 
handle the advertising of Samuel 
M. Langston Company, manufac- 
turer of paper working machinery, 
Camden, N. J. Harry O. Clayberger, 
formerly copywriter and account 
executive with Fox & Mackenzie, 
Philadelphia, has joined the Buck- 
ley organization. 
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MARKET 


_WKBN delivers 


complete coverage! § 
Influence-Power! 


- 


z 


8 
q 
6 
% 
4 
4) 


5 


——e . 


: ~ - x ' . 
Pe | 
a OO 
ee ft 
| 
| | ee 
; aie TTL AINERT | | 
| egg WO ae | 
| >) oS 5 | | 
i, ee |6(| ee | 
| | 
ee. a 1 | 
se f | 
a t | 
| 
| t 
| 
—. i ea 2 - =— Ss —— © * 2 = | 
gt L/S - rr ee iad allel | | 
ee SF ee | 
: Y = 
Wy, : : 
| unt | 
es - . F — —_ \ 
1 pounce 
5 BS iOS. we sg nto? “yy 
A A Re | ‘ 7 aon aa 
Nobody ever threw a clock at Lew Brock — lle 
- Sex a ee a ee: oe 570K. 060m C= 
ric a - Y 
> OHIO’s 3m 
a! : : $ RD no 
‘. i 
tO 7 ; 
ed 
ae mY 
| tf 
iO 7 : ; f 
3 e aes wa sen pos if 
‘ P a : an . L) 
’ ae nae | “ 5 a L 
} iia 2, eae ane Bs - taltegea pee » [ 
0) BSS Seman ea sens om — yor ‘| 
LS e/ are y & y gown Op ae 
aa , ¥ a uA = . " wast aie 
; * ¢ : rs “ c a ee anes . x, ol pAARKET your sa © ' 
= : — or pags OO > ! 
x 7 -  g pannell” sane” ' 
; MINNEAPOLIS - ST. PAUL is eit ee 
‘ AARKe axet 
$0,000 Watts - 830 ke : ee. | 
6 pes (3 570 KC * 
” > ip ' 
z Es owe ‘oe 5 
YOON pwwet OUNG INT - 
> a resi a4 ico. 
5 Fr AUNTS ,; ' 
he ae ae te 
gs edt ey Fas eh gpa: Maire: Me Ay Rae gg ee gare es a am Sa in eee Brgy a 4 
SE ak a . ot lca ee 4+ 4 - * =f Fad “ z f-% f i + 3 iat, »: 2 ‘ Bt 


Here’s what we plan to do 


Following is the text of a letter which has been sent to the head of the 
media department of every advertising agency in the United States: 


“In order to avoid a repetition in 1944, of the problem which we have faced in the 
last four months of this year in meeting the reduced paper requirements of the 
War Production Board for next year, we will accept orders, with definite assur- 
ance of publication, for seven color advertisements and a total of 4500 lines of 
black and white per issue. Of the seven color advertisements, not more than three 


may be less than page color units. All color advertising must be non-cancellable, 


excepting where there are extenuating circumstances due to war conditions. 
First preference will be given to the acceptance of orders from those com- 
panies which have advertised in The American Weekly in 1940, 1941, 1942 or 


1943 and particularly to those companies who are today manufacturing merchan- 


dise for consumer use or those whose plants are now devoted entirely to the war 


effort but who, upon the cessation of hostilities, will again manufacture merchan- 
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dise for consumer use. 


We believe that it is most important to maintain the editorial standard of The 


American Weekly and while we want to carry the maximum in advertising vol- 


ume, nevertheless the value of The American Weekly for you and your clients is 


dependent primarily upon the continued reader interest in the publication. It is j 
for this reason that in order to comply with WPB paper restrictions it was neces- 


sary for us to request the cancellation of so large a volume of advertising sched- 


— — | 


uled for September, October, November and December issues. This advertising 


was ordered before we knew about these paper reductions. 


We cannot continue to accept orders and later ask you to cancel them. There- ; 
fore, we are making our plans to accept a minimum volume of advertising for 


which we believe we can guarantee publication. When orders for this volume are 


_——_— — 


reached in each issue, additional orders will only be taken with the understand- 


ing that such advertising will be published only if space later becomes available.” 


THE AMERICAN WEEKLY 


pS came) es) ee) cee |) cere) ce) eee) eee) ee) Se) « 


Main Office: 
959 Eighth Avenue, New York City 


Branch Offices: HEARST BLDG., CHICAGO 
GENERAL MOTORS BLDG., DETROIT 
5 WINTHROP SQUARE, BOSTON * 101 
MARIETTA ST., ATLANTA * ARCADE 
BLDG., ST. LOUIS + EDISON BLDG. LOS 
ANGELES « HANNA BLDG. CLEVELAND 
HEARST BLDG., SAN FRANCISCO 
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(This letter is published here as a matter of record) 
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Named Erwin, Wasey V. P. 


Erwin, Wasey & Co., New York, 
has appointed Florence R. O’Brien 
as vice-president in charge of drug 
and cosmetic advertising. 


Agencies Develop 
Advertising Plan 
for Latin America 


New York, Sept. 23.—To build 
interest in Latin American markets 
and pave the way for greater use 
of American products in the coun- 
tries to the south, an advertising 
plan to show how much it will cost 
to reach a given number of people 
in a specified area in Latin America 
has been developed for the War 
Advertising Council and the Coor- 
dinator of Inter-American Affairs. 


- YOU CAN'T 
COVER MICHIGAN 
' WITHOUT... 


The report was prepared by 
members of the Association of 
Export Advertising Agencies and 
G. M. Basford Company, T. B. 


Browne, Dorland International, Ex- 
port Advertising Agency, Foreign 
Advertising and Service Bureau, 
Gotham Advertising Company, J. 
Roland Kay, McCann-Erickson, Na- 
tional Export Advertising Service, 
J. Walter Thompson Company and 
Irwin Vladimir & Co., all agencies 
which have had extensive experi- 
ence in advertising American prod- 
ucts and institutions in the Latin 
Americas. 

The plan is explained briefly in 
a portfolio now being submitted to 


The best-known city 
of its size in the world 
—and one of Michi- 
gan's most lively mar- 
kets. Big military cen- 
ter. Civilian popula- 
tion 67,776. 


THE BATTLE CREEK 
ENQUIRER «x» NEWS 


““ALLEN-KLAPP CO. New York» Chicage - Detroit 


a number of associations and indus- 


| tries. No copy themes, layouts or 
| sketches are included, as it is the 
| duty of the agency finally selected 
|by the client to explore his indi- 
vidual problems and _ objectives 
before outlining a more detailed 
program. 

The cost of a comprehensive cam- 
paign in Latin American newspa- 
pers, based on using a total space 
of 1,560 inches in each paper, is 
listed at $193,686, calling for a 
schedule of 171 newspapers in 87 
cities. A more condensed schedule, 
using 89 newspapers in 56 cities, 
comes to $129,136. 

For a comprehensive magazine 

campaign in Latin America, based 
on total space of 12 full pages in 
monthlies and 26 pages in weeklies, 
the cost will run to $105,734. This 
|includes 56 magazines in 19 coun- 
| tries. A more condensed campaign 
|in 26 Latin American magazines in 
|19 countries totals $64,566. 
The use of export trade journals, 
| published in the United States and 
|circulated abroad, is recommended, 
|as well as radio, outdoor, commer- 
cial movies and other media. 


Resigns Edison Post 


Clinton Brown, for the past 15 
years with Edison General Electric 
Appliance Company as_ publicity 
and publications director, and di- 
rector of sales campaigns and sales 
training, has resigned to join Jos. 
W. Hicks, public relations and in- 
dustrial relations counsel, Chicago. 


Test Campaigns 
Introduce New 
Wool Cleaner 


New York, Sept. 21.—Woolfoam, 
a new compound said to contain 
neither soap, oils, fats nor harmful 
free alkalies, is currently being 
introduced by Wool Novelty Com- 
pany, yarn manufacturer, via sev- 
eral test campaigns in newspapers 
in New England and middle At- 
lantic states. 

The new _ product, which is 
expressly intended for washing 
sweaters, socks, blankets and other 
articles of wool, is being merchan- 
dised through leading department 
stores throughout the country, and 
outside of New York in selected 
drug, grocery and chain stores. 

About five test campaigns have 
been initiated, using various size 
space with diversified copy ap- 
proaches. One of the campaigns is 
a series of sweater girl advertise- 
ments, which bears the caption 
“Here it is, girls! ... it’s Woolfoam, 
something new under the _ suds.” 
Copy adds that it took a yarn 
maker—who knows wool—to de- 
velop this entirely new kind of 
laundering product.” 

In addition to the current test 
campaigns, the product is being 
given added promotion § through 
dealer displays, broadsides and 


the Dove of Peace 


One day it will happen. Just when, it would be 
folly to predict. But one day, surely, war will 
end. For the first time in the world’s gory history, 
broadcasting will have the proud privilege of 
flashing the message for which mankind waits 
and prays: “Peace...” 

For the stations of Westinghouse, it will be the 
culmination of ceaseless effort to help .. . by 


\ 


ill come inonare 


Uy 


we 


. 


dio wave 


service to the communities in which the voice 
of Westinghouse is a power for good . . . and 
through service to the nation at large. 


Only a miracle can bring peace before another 
year or two... but it will come. In the meantime. 
let's buy that extra War Bond we thought we 
couldn't afford. The rewards for working and sav- 
ing will be beyond the power of pen to express. 


WESTINGHOUSE RADIO STATIONS Inc 
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Advertising Age, September 27. 1949 


| WOOL WASHER TEST 


To Keep Your Wool Things Looking |.) yew) 


Wool Novelty Co., New York, is using 

this advertisement, one of a series jp 

several test campaigns, to introduce 

Woolfoam, made expressly for launder. 
ing woolens. 


cooperative tieups, while insertion 
in a list of about 20 national maga- 
zines will give the campaign majo 
emphasis. 

Redfield-Johnstone, New York, js 
the agency. 


Soft-Lite Aids Spotters 
Soft-Lite Lens Company, Ney 
York, distributor of tinted lenses 
for eye glasses, has issued a 16-page 
booklet, “Hints For Air Spotters,’ 
| which for the first time collects al! 
of the rules and procedures of air 
spotting. The booklet was prepared 
| by Grey Advertising Agency, New 
York, who handles the account. 


NARD Offers Ad Service 


The National Association of Re- 
tail Druggists, Chicago, is offering 
its members a plan to provide im- 
proved layouts for drug store ad- 
vertising. Supplied by Meyer Both 
Company, the new plan will give 
the druggist a layout featuring a 
particular class of merchandise 
around which he can build his own 
special sales events. 


BEST RADIO BUY 
IN BALTIMORE! 
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i No. I1 of a series * heroic espisodes WORLD WAR NO.11 


There were (four Chaplains abdard the cargo- 
transport that ran afoul of the wolf-pack in the middle 
of the North Atlantic, where the skulking U-boats lurk 
in droves, beyond the patrol range of aircraft from either 
coast ... These four men of three faiths | . . two Protes- 
tants, a Catholic and a Jew... all acted on the self- 


. 


same impulse, the moment danger shattered the calm of 
their quiet peace-devoted lives . . . Just before the ship 
went down, each of the four Chaplains gave his life- 
preserver to a member of the crew... Thus each laid 
down his own life that another man might live... 
Sailors in the water saw the four Chaplains standing on 
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4C Grave by ERNES 


deck, praying together, in the last moments before the 


waves closed over them forever... They can have no 
monument more permanent than driftwood, over the 
scene of their heroism... But they will live as long 
as the memory of their deed is kept alive... Let it 


not be soon forgotten. Such bravery enriches us all. 


T FIENE 


prorelorosetesbenterstatecaterccatetstatetetetetatetetatetetatetetatetstatetatats 


© Esquire, inc., 1943 


7 


many an unarmed hero. 


* The armed heroes of this conflict are building 
a whole new body of legendary lore.| But this war 
has had its unarmed heroes, too, who are no less 
worthy of respect and admiration. The Chap- 
lains, for example, have played splendid roles. 
Theirs is that most remarkable brand of hero- 
ism, the bravery of those who can’t hit back. 
Times without number they have s¢t an example 
of calm courage that has been a $teadying in- 
fluence on the jangling nerves of|green troops 
undergoing their baptism of fire} And in the 


intervals between actions. as the ¢ustodians of 


confidences and as sharers in the off duty 
thoughts, they have truly become Ministers to 
the men’s morale. And in coming to know and 
understand their men, in many cases, they have 
come to know and evaluate the little things, 
relatively unimportant in themselves, that are 
such appreciable factors in the maintenance of 
troop morale. We ourselves, for instance, have 
had almost as many letters from Chaplains as we 
have had from Army and Navy Nurses, telling us 


of the effectiveness of the magazine as “‘morale- 


medicine.’ It is from closer contact than hear- 


FAVORED MAGAZ 


in many an unmarked grave ; 


say, therefore, that we say that our hats are off, 
to the brave and understanding Chaplains of this 
war in reverent salute. * On a recent radio quiz 
program a soldier was asked the question “What 
do our armed forces fight for?” and his prompt 
and forthright answer was “Esquire.”’ The 
answer was wrong, but it stopped the show, 
providing enthusiastic cheers of agreement 
from his buddies in the studio audience. Small 
wonder, since the current surveys show that 
Esquire’s much-fought-for copies now reach 


34.2% of our armed forces regularly. 


INE OF FIGHTING MEN 
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Appointed Time Buyer 

Edna M. Cathcart of J. M. Mathes, | 
Inc., New York, has been appointed 
time buyer of the agency. 


| 


i 


| 


| August report on production of war| committee’ representing WPB and 


Private Lines 


The War Department held up the 


materials for almost a week beyond | 


duction. An inter-departmental 


military agencies has been studying 


the regular monthly release date.|a standard cancellation clause, but 
When the report finally appeared, |it is felt that even if the agencies 


revealing a 4% 


had been deleted. OWI 
|says the Army felt the original re- 


|port was “more buoyant than the 


facts warrant.” 
oo wR 

Legislation defining standard con- 
tract cancellation provisions will 
probably be introduced into Con- 
gress shortly in an effort to ease 
some of the uncertainty which has 
had a negative effect on war pro- 


increase in August | can agree on one, 
| over July for all materials, at least| authorization would be needed for | lect $5.75 per print for its industrial 
| 25 words 


Congressional | 


such items as V loans, and quick 
cash payments to speed recon- 
version. 

OK oS * 

Resignation of Nat Wolff from the 
OWI Radio Bureau’s Hollywood of- 
fice to become director of television 
for MGM, emphasizes that the 
movies are getting ready for the ad- 
vent of commercial television. While 
it is pointed out that MGM does not 


own television broadcast facilities, 
nevertheless MGM does have plenty 
of potential television talent under 
contract. Cornwall Jackson, a for- 
mer Hollywood agent, moves up to 
deputy chief of the OWI Radio 
Bureau succeeding Mr. Wolff. 
* + * 

The U. S. Office of Education, 
forced to put its movie production 
on a self-supporting basis, will col- 


films in the future, under a new dis- 
tribution contract just completed 
with Castle Films, New York. 

co * oS 


Brooke, Smith, French & Dor- 
rance, New York, has a job on its 
hands—that of selling the largest 
potato crop ever produced by any 
state. This year Maine produced 
10,000,000 more bushels than the 
record it set in 1934, to establish an 


| | De New Hoven R . ae 


lion Connecticut buyers. 
Register reading families. 


374.615 purchasers. 


A fertile field 


Register readers in our territory. 


A bumper crop 


Ours is a fertile field We have cultivated it for over a century. We have con- 
centrated our circulation in city and country covering over a quarter of a mil- 
94 families out of 100 in Greater New Haven are 


Yours can be a bumper crop. You can plant your message squarely before 
You can harvest the 83c out of every $100 spent by 


Represented by—THE juLivs wig 4 24 AGENCY —New be Gesten, * 
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1943 
all-time high of 62,000,000 bu he), 
As a result of the large sx ply. 
there will be no stigma on ho ling 
potatoes this year. In fact, ise. 
wives are being urged to bany hile 
the prices are moderate and tore 
their supply to prevent loss of any 
of the crop because of freezin; ; 

ca * * 

Officials expect that local ani na. 
tional advertising in the WP»):-jp. 
dustry conservation program fo, 
critical materials will exceed 539. 


000,000. 


Taylor Heads Researc}: 
Activities of McC-E 

Jackson Taylor, vice - presi jen; 
and director of McCann - Erickson 
New York, and for 11 years one of 
its ranking account executives, wij) 
hereafter coordinate and direc) aj} 
research activities of the agency. 

Research will be carried on by 
three subdivisions: merchandi ing 
research, headed by C. A. Hoppock 
vice-president; market research. dj. 
rected by Margaret Booss; and copy 
research, supervised by Marj o. 
Harper Jr. Dr. L. H. D. Weld \ 
serve in an advisory capacity to = 
divisions. 


Gets Shellac Account 


The Mal-Lac Company of New 
York, importer and manufacturer 
of shellac and shellac substitutes, 
has appointed the R. T. O’Conneli 
Company, New York, as its agency. 


S| 


A pipe-organ that talks, and thinks, 


too. And often makes pert remark: 
right in the middle of the program. 
The organ is WAPI 
is “Organ Quiz”—on the air Monday 
10:30-10:45 A.M. 
And the organ is actually the star o! 


s. The program 
through Friday, 


the show. Listeners send in questions 
which the organ attempts to answer 
musically, by playing a tune whose 
title provides a humorous reply. Dol 
lars in war stamps are given as prizes. 
With extra dollars for unanswered 
questions. And when the organ answers 
a puzzler correctly (thus saving a do! 
lar), it chuckles right on down to its 
bass pipes. 

The man behind the console is 
WAPI’s Stanleigh Malotte, veteran 
theater and network-radio showman 
whose dexterity on the pipes is 
matched only by the swiftness of his 
wit. Third party on the show is master 
of-ceremonies Jimmie Willson, who 
reads the questions, sings songs, and 
swaps banter with Stan and the organ 

1,090 entries were received in only 
4 broadcasts of“Organ Quiz” recently. 
That’s typical of WAPI showmanship. 
Down here, showmanship means sales 
manship. And salesmanship is wha‘ 
makes us “The Voice of Alabama.” 

Ask us or Radio Sales for partic. 
ulars about “Organ Quiz’”—or other 


WAPI ideas. 


MAP| 
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of TRANSITADS’ solid coverage itn 
the industrial buying 


Your copy can be put before 85,°% of the adults in cities — 
with ‘Transitads. It can ride with 77% of them once a week 
or more. It can be with them an average of nearly 7 times 
a week. 


This is the new evidence of Transitads’ solid coverage and 
penetration of city markets. It comes from a study of seven 
large cities by Daniel Starch and Staff. 


There is more data — from the Starch study — and from 
other authoritative sources, to indicate who rides with 
Transitads, who reads them and how much, who buys 
Transitadvertised products. 


Is your present program 100%, efficient? Could Transitads 
increase its efficiency? If so, you will want to know first. 
You will want to see the wealth of new information now 


Vezitinal \RANSITADS Gee 


CHICAGO: 400 N. MIGHIGAN AVE » NEW YORK * 366 MADISON AVE. 


BOSTON PHILADELPHIA BALTIMORE WASHINGTON DES MOINES 
CINCINNATI LOUISVILLE PITTSBURGH NORFOLK DALLAS HOUSTON MEMPHIS 
BIRMINGHAM RICHMOND ATLANTA YOUNGSTOWN AKRON SYRACUSE ROCHESTER BUFFALO 


£ ¢ “ ee ve te 


if ee 


_— = 


NCE 


power centers 


available on the coverage and penetration of ‘[ransitads 
and their effect on sales. With it you can plan an attack on 
the city markets now — while the dollars are rolling, while 
industrial earners are spending the fattest pay checks of a 
lifetime. With it you can intelligently analyze the probable 
effect of your copy in ‘Transitads. 


The Transitads city markets were the greatest spending 
group before the war (49%, of retail sales). ‘Today their 
payrolls are swollen to bursting. ‘Tomorrow many of them 
will retain their gains in buying power. 


What is your selling problem? Can you use Transitads? 
What would you like to know about the medium? Ask 
for information, and get the most complete story that has 
ever been available. ‘Telephone, telegraph or write any of 
the offices listed below. 
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Neely Resigns from Bell 
Frederick R. Neely has resigned 
as Washington representative and 
public relations director of Bell 
Aircraft Corporation, Buffalo. 


. * 
The “economical” name for 
2 quality thin paper, now 


serving Uncle Sam and war 
industries. 


MILLERS FALLS 
MILLERS FALLS, 


PAPER COMPANY 
MASSACHUSETTS 


Advertising Is 
‘Vital Cog,’ Says 


Commerce Booklet 


Federal Officials 
Okay Its Wartime 
Accomplishments 


Washington, D. C., Sept. 24.—Fed- 
}eral officials in general favor the 
job advertising has done and is 
doing for the war, according to a 
compilation of official attitudes con- 
tained in “Advertising, an¢ Its 
Role in War and Peace,” a booklet 
published by the Department of 
|Commerce for release next Monday. 
| This 96-page illustrated publica- 
|tion, edited by Corrie Cloyes of the 
|Division of Commercial and Eco- 
nomic Information, consists of an 
up-to-the-minute bibliography of 
the opinions of high government 
spokesmen from President Roose- 
velt down, on the value of adver- 
tising. 

Advertising is a vital cog in our 
free enterprise system, the pwblica- 
tion says, and the government 
“strongly disagrees” with the atti- 
tude that advertising in wartime is 


an economic waste. “In writings 
and in public utterances,” the book- 
let continues, “President Roosevelt 
and other officials have gone on rec- 
ord as favoring advertising. They 
have heartily endorsed its wartime 
role.” 

The Department of Commerce 
explains that “advertising is a vital 
cog in our free enterprise system... 
a potent medium for distributing 
information. 


Essentially Proved 


“Its essentiality to a mechanized 
economy is a long-established fact. 
Its essentiality to government in in- 
forming the public of the part it 
must play to hasten the day of Vic- 
tory is being proved daily.” 


as a mighty force for social good. 

“The record shows that business 
has shared this viewpoint,’ the 
booklet says. “Companies continued 
to advertise. And they keyed their 
messages to aiding the government 
in its prosecution of the war.” 


Reproduces FDR Letter 


First exhibit in the booklet is a 
letter from President Roosevelt to 


\J. A. Welch, AFA president, dated 


June 17, 1942, explaining that 
though there will be a diminution 
of product advertising this does not 
mean an end of advertising. “If 
the members of your organization 
will, wherever possible, assist in the 
war program, and continue the 
splendid spirit of cooperation which 


With the attack on Pearl Harbor,| they have shown in the past year,” 


the booklet says, the department 
recognized that advertising would 


| 


the President wrote, “advertising 
will have a worthwhile and patriotic 


be a major weapon on the home|Place in the nation’s total war 


front. 
so effectively in creating a desire 
for goods, it explains, could with 
equal effectiveness show how to 
help win the war. At the same time, 
the booklet says, the department 
sensed the danger of a gradual de- 
crease or cessation of advertising by 
companies that no longer produced 
civilian goods, with resulting dam- 
age to brand names, trademarks and 
good will. 

As liaison officer between business 
and government, the department 
continually reminded both of the 
necessity of advertising, not only as 
a means of maintaining markets but 


what happened 


in Cleveland’s administration 


. and fifty years before that, Toledo folks 
were already reading the Blade, founded before 
the city itself was born in 1837. 


All through these years .. . and increasingly as 


the years roll by... 


. it has been a habit for 


Toledo folks to prove their point by saying, 
“I’m sure I'm right... I saw it in the Blade.” 


... Today there is a Blade for every Toledo 


home... 


and still more Blades for homes in 


the surrounding territory which comprises, 
with Toledo, the rich trading area of the Blade, 
Ohio's second largest evening newspaper... 


Homes with folks who are good customers for 


products available today 
as friends for YOUR products today. . 


tomorrow. 


... fine folks to have 
. and 


TOLEDO BLADE 


One of America’s Great Newspapers 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


@ Today it’s rationing ... Fifty yearsago,itwas =™ 


ONLY A GREAT MARKET CAN SUPPORT A GREAT NEWSPAPER 


} 
} 
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Talent that had been used | €ffort.” 


The booklet continues with Sec- 
retary Morgenthau’s testimony be- 
fore the Congressional joint com- 
mittee on internal revenue taxation, 
May 22, 1942, in which he set forth 
the Treasury’s standard that adver- 
tising would be allowed as a busi- 
ness expenditure when it is “ordi- 
nary and necessary and bears a 
reasonable relation to the business 
activities in which the enterprise is 
engaged. 

“This is not intended,” Mr. Mor- 
genthau continued, “to exclude in- 
stitutional advertising in reasonable 
amounts or good will advertising 
calculated to influence the buying 
habits of the public. If such ex- 
penditures are extravagant and out 
of proportion to the size of the com- 
pany or to the amount of its adver- 
tising budget in the past, or if they 
are not directed to public patronage 
which might reasonably be ex- 
pected in the future, such payments 
will be disallowed as deductions.” 


Many Statements Included 


The booklet continues with nu- 
merous testimonials on advertising’s 
cooperation in war _ information 
work. Several pages have been 
devoted to praise from Treasury 
officials. Statements by Leon Hen- 
derson, Elmer Davis, William L. 
Batt of WPB, Undersecretary of 
War Robert Patterson, Paul V. 
McNutt, and others follow. 
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Special emphasis is placed 


n the 
work of the War Advertising on 
cil, and messages to it from Dona}, 
M. Nelson and Secretary Morgep. 
thau are reproduced. An nti, 
article on the Graphic Arts Victo, 
Campaign Committee has been re. 
printed from Domestic Comme re. 

More than half of the book 'et ;, 
devoted to reprinting some 0/ ti, 
numerous articles and speeches oy 
advertising that have appeared ; 
official Department of Commerg 
publications. These articles, pre. 
pared by officials of the depar‘mer; 
and experts on the staff, prov ide , 
full discussion of trends in domes. 
tic and export advertising. 

Copies of the booklet can jy. 
obtained from the department’ 
Bureau of Foreign or Domestic 


Commerce, or any of the depart. 
ments’ field offices. 


Tootsie Roll Copy 
Appeals to Adults 


Three different advertisement 
appealing to adults will be feature, 
in the new fall campaign fy 
Tootsie Rolls, which opened las: 
week and will run through Decem. 
ber. Half-page advertisements wi! 
be carried once a month in Ameri- 
can Home, American Magazine, Col- 
lier’s, Cosmopolitan, Ladies’ Hom 
Journal, Life, Look, True Story and 
Woman’s Home Companion. Duane 
Jones Company, New York, is the 
agency. 


Dreher Named Agency 
Monroe F. Dreher, Inc., New 
York, has been appointed volunteer 
agency to conduct an extensive con- 
servation indoctrination campaign 
on the care of equipment, food and 
war material for the U. S. Army 
The program is directed to the sol- 
diers and officers in training in this 
country and will reach them through 
diversified advertising media. 


Write for circular on 
ARTKRAFT 
Hot Cathode 
FLUORESCENT 
LIGHTING 


ad 


INCREASE SIZE 


33% 


SINCE 1940! 


Corpus Christi, Texas, 


has shown an increase in population 


of 33%, in the last three years—April 1940 to March 1943. 


Only five cities in the 


nation have grown so fast. 


These newest statistics on Corpus Christi's phenomenal 
growth were published in the July 12 issue of Advertising 


Age. 


Corpus Christi's metropolitan market now contains 123,239 


people. 


The Corpus Christi Caller-Times, with an all-time high in 
circulation of 46,450 is the only medium completely cover- 


ing this big South Texas market. 


about Corpus Christi! 


Ask your sales manager 


Corpus Christi Caller-Times 


REPRESENTED BY THE TEXAS DAILY PRESS LEAGUE 
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A TINY NOTCH SAVES TON S$ J 


On America’s largest newspaper, even the small- 
est savings have been put into operation to reduce 
newsprint consumption. 

For example, perhaps you wouldn’t think that 
the few lines a day we used to devote to comic heads 
is very important. But in the newsprint crisis these 
lines loomed large. 

By notching the daily comics, we saved 150 lines 
per day—which in a year equals 296 tons. 

Such parsimonious pruning of our editorial mat- 
ter has been necessitated by the need for more news- 
print to meet the growing public demand for ‘The 
News. We have done nothing in more than a year 
to stimulate circulation growth. We have run no 
contests, done no circulation advertising. And we 
raised the price of the Sunday News to 10¢ in 34 
states and Canada. But the public continues to de- 
mand ‘The News in greater numbers! Our Daily 
News circulation in August set an all-time high in 
News history. Sunday News circulation exceeded 


August of 1942 by 100,000 copies, and August 1941 
by 300,000 copies—despite curtailed distribution of 
more than 200,000 copies. 

Before the war, ‘The News led all morning news- 
papers in America in retail advertising. In spite of 
our curtailed use of newsprint and a shortage of 
heavy lines, ‘The News in 1943 is still publishing 
more retail advertising than any morning news- 
paper in America. 

With public demand for our product at a peak, 
we point with pride to our newsprint saving record. 
Notching of comics is only one instance of savings. 
We have made dozens of other savings, both small 
and large. We have observed both the spirit and the 
letter of the wes newsprint curtailment order. 

‘The newsprint-saving record of The News 1s 
among the best of all American newspapers—and 
the mounting public demand for ‘The News on top 
of years of phenomenal growth, is without parallel 
in the history of the press! 


| Highest Daily Circulation in News History! 


: 


Average net paid 
August circulation exceeded 


NEWS BUILDING, New York ° 


NEW YORKS 


TRIBUNE TOWER, Chicago 


y 05 0, 000 Daily... 3, 900, 0 00 Sunday i 


eae PICTURE NEWSPAPER 


° 155 MONTGOMERY STREET, San Francisco mewssunoine 


What the NEWS 
is doing to 


SAVE NEWSPRINT 


EDITORIAL 
... Features Omitted 


News Index 
Handwriting 

“How He Proposed” 
Embarrassing Moments 
Beauty & Love Answers 
True Story illustrations 
Deathless Deer 

Comic notices 

Short Story 

Rector’s Recipe 

Poems You Ought to Know 
Aesop's Fables 


Other Features condensed 


... Sunday Roto & Comics 


Reduction of: 
Comic Section to 12 pages 
Country Roto to 8 pages 


MECHANICAL 


Reduction in: 

Comic paper weight 
Roto cylinder cut-off 
Waste 


CIRCULATION 


Sunday News price raised to 
10¢ in 34 states and Canada 


Unsold papers and returns 
drasUcally reduced 


ADVERTISING 


All but national advertising 
omitted trom Daily Country 
circulation 

Reduced advertising in Sunday 
Black-and- White Country 
edition 


Potal number of pages reduced 


Classified omitted Friday and 
Saturda 

Classified limited to 10 lines 
maNimnuit 

Curtailed advertising wherever 


possible in all sections of 


The News 
. . > 


RESULT: In 1943 The News will use 
approximately 17,000 tons less 
newsprint than in 1941. 
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To ‘Chain Store Age’ 
Donald Couper, 


New York. 


formerly with 
Wall Street Journal, has joined the 
editorial staff of Chain Store Age, 


425 successful 


pen of Merle Thorpe 


Choose the 


Leader... 


*¥ 


Enishi 


6C8 years under the 


Greater Emphasis 
on Direct Mail in 
War Effort Sought 


(Picture on Page 59) 

Chicago, Sept. 22.—Direct mail 
advertising has not been given suffi- 
cient emphasis in the war effort, 
Homer J. Buckley, leading authority 
in this field, declared today at a 
meeting of the Direct Mail Adver- 
tising Club. It needs the specific 
type of directive which has been 
given other forms of advertising in 
order to do the job of which it is 
capable, he said. 

“Elmer Davis made a stirring ra- 
dio address on the subject of black 
markets, imploring the people to 
avoid such dangerous practices,” he 


continued. 
brought right into my home the 
next day or the next week, from 
my grocer or butcher, a timely di- 
rect mail pamphlet on this subject, 
which I could have read and dis- 
cussed with my family, the effect 
and the result would have been a 
complete follow-through, at the 
point of purchase. 

“Unfortunately, direct mail is not 
brought into the picture with proper 
timing with other mass appeals. 
Direct mail has a specific job to do 
in the war effort—that no other 
medium can do—if it is rightly and 
effectively put to work. 


No Follow-Through 


“The war advertising that we see 
and hear on all sides is ‘speeches to 
the crowd’—mass selling appeals— 
all of which are valuable in creat- 


“If the mailman had 


ing a public atmosphere and accept- 
ance. But unfortunately there is no 
follow-through to the individual 
whose personal and active partici- 
pation is needed to attain the 
ultimate and final goal. 

“This failure to tie in mass ad- 
vertising with direct mail to the 
individual in each industry, in each 
neighborhood and block area, results 
altogether too often in the creation 
of the feeling on the part of many 
people that such war advertising ‘is 
a general story for the public—and 
they are not particularly talking to 
me.’ So the rank and file applaud 
—do very little—and the attitude 
of mind develops, ‘Let George do 
it.’ ” 

Mr. Buckley mentioned the va- 
rious war advertising projects in 
which direct mail can play an im- 
portant role, and described the leaf- 


17# 


O41! 


/ Forgot to 

tell you... 

the Census 
Bureau 1942 


Estimate gives 
ROCKFORD 


111,885 


ciTY POPULATION 


77 


IN THE UNITED STATES 


Lineage 


aLomotive 


Advertising Age, September °7 


', 1943 
lets, pamphlets and envelone en 
closures available from the w.. 
Advertising Council and gover, 
ment agencies for use in the, 


campaigns. 
One of the most interestin, 
amples he offered was a dire: 
campaign to supplement the “Hg, 
Wanted” advertising of Woeste,. 
Electric Company running in ney, 
papers. It reached every 


living within two miles of th Hay. 
thorne plant, and showed how ojq,. 
women, skilled in housework, coy 


readily adapt these skills to wa, 
production. The four - page | 
which spearheaded the cam 
produced excellent returns, 
ported. 


Daigy 
© re. 


Cohen Heads Commitice 
for Wool Industry 


A. Paul Cohen, Suffolk Knittin: 
Company, Lowell, Mass., has bee, 
elected chairman of the OPA Indy. 
try Advisory Committee on wo 
and part-wool knitted outerwe, 
Samuel B. Hyman, of the Cataliy 
Knitting Mills, Los Angeles, wy; 
named vice-chairman, and Leona;; 
Michaelson, assistant secretary 9; 
the National Knitted Outerweg 
Association, New York, was name 
secretary. 

The committee was formed { 
advise and consult with OPA 
the preparation and_ revision 
price regulations covering the wo 
and part-wool outerwear industry 


Club Changes Name 


The Advertising Club of Kanss 


| City, by a vote of the membershi; 
| has changed its name to Advertis- 
ling & Sales 
| Kansas City. 


Executives Club of 
The organization : 
now in its 43rd year of continuou 
existence. Murrel Crump, adver- 
tising manager of Sinclair (Coa! 
Company, is president. 


Partnership Dissolved 
The partnership of Reid and 
Severin, Indianapolis car _ card 


franchise holder, has been dissolved 
and the company hereafter will be 
known as Harry Reid Jr., Inc., wit! 
offices in the Traction Terminal! 
building. Capt. Henry Severin, wh 
is serving overseas, expects to re- 
join the company after the war. 


RETAIL 
SALES 


Sales Management's forecast of retail 


sales for October credits New Bedford 
with a 15% gain over October 1942. 


THIS PLACES 
NEW BEDFORD 


. . third highest of the seven cities listed 
for Massachusetts and only two tenths of 
one percent below a tie for second place. 


ONE NEWSPAPER 
DOMINATES 


. this healthy market—4th largest © 
the state, 208,000 population, over 50,00 
circulation. 

PAYROLLS. . | 
SALES .... 
SAVINGS... 

Critical Area by the WPB and the WM - 
|—the only group | city in the Ste’ 

| Everybody is working—more help neede 


POPULATION 
New Bedford has been designated as 
|The wheels never stop turning day 


Sunday 
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OLDEST NEWS WEEKLY IN THE UNITED STATES 


IS NOW OWNED AND PUBLISHED BY 


THE FARM JOURNAL ORGANIZATION _ 


On the foundation of this magazine, published since 1894, we believe 


there is an opportunity to build a publication of unique and very great 
service. 


As in the past, it will be edited for the people of the smaller cities and 
towns. The magazine will have its own expanded editorial organization 
in the Pathfinder Building in Washington as in the past. Emil Hurja will 
be Associate Publisher and Robert West Howard will be Editor. 


Improvements in format and quality of paper will take place immedi- 
ately retaining the present basic PATHFINDER formula which has proved 
so successful. 


To the advertiser, PATHFINDER offers a thoroughfare to America’s least 
effectively covered field, the towns and cities of less than 25,000 that are 
the trading centers for 60 per cent of the population and contain more 
than half of all retail outlets. Although there has been relatively little cir- 
culation effort, PATHFINDER today enjoys constant, intensely loyal reader- 


ship among over 400,000 subscribers in every part of the nation—a cir- 


culation which will be vastly augmented as soon as paper restrictions 


permit. The very low rate of $800 per page has been established, giving 
a substantial bonus. 


ADVERTISING OFFICES 


Philadelphia . . . 230 West Washington Square G RAHAM PATTE RSON 
Washington, D.C. . . . . . Pathfinder Building P 

New York .. . . Room 2013, Graybar Building Publisher. 

Chicago . . . Room 2101, 180 N. Michigan Ave. 

Detroit . . Room 5-267, General Motors Building 


Seattle . . W. F. Coleman, 1037 Henry Building 
San Francisco . W. F. Coleman, 300 Montgomery St. 
Los Angeles. . . W. F. Coleman, 530 W. Sixth St. 
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Compliment Relieves 
‘Kidnaper’s’ Pain 

To the Editor: I am grateful for 
the Ad Man’s compliment to Morton 
Salt advertising, in his Diary, but 
more grateful that he thinks this 
company intelligent. That sort of 
relieves the pain I have suffered 
because of something he said re- 
cently about “kidnaped accounts,” 
for Morton is going to change ad- 
vertising agencies—and I am the 
kidnaper. In doing this they join a 
long list of “Charley Ross” accounts 
—General Foods, Buick, Goodyear 
—to mention only a few. 

Maybe, upon reflection, the Ad 
Man can draw distinction between 
“conspirators” and “kidnapers” and 
the ad men who have gained from 
employe status to ownership in 
agencies by being the individuals 
advertisers want. 

CHESTER FOUusT, 
Kenyon & Eckhardt, Chicago. 


7 ¥ F 


Council's Thanks 

To the Editor: I want to express 
the thanks of the Council for your 
splendid cooperation in contributing 
your recent ad urging advertisers 
to support the Christmas gift pack- 
age campaign developed in cooper- 
ation with the Army. 

We are fully conscious of the 
Space problem that faces all pub- 
lishers these days and we always 
feel somewhat self-conscious about 
asking for cooperation on a rush 
basis. Your makeup problems aren’t 
too flexible at best these days, and 
I know there are always advertisers 
waiting to jump into any available 
vacant spot. That is why I was 
particularly gratified when I saw 
that you had come through in fine 
style on this special ad. 

The advertising trade press has 
been consistent in backing this 
activity to the hilt. We regard this 
assistance as one of the most valu- 
able weapons we have in waging 
the war on the advertising front. 
Thanks ever so much, 

CHESTER J. LAROCHE, 

Chairman, War _ Advertising 

Council, New York. 

vgy¥e i? 
Timeliness Aids 
War Bond Send-Off 

To the Editor: I thought you 
might be interested in seeing the 
full page we carried on the day of 
the Italian surrender, tying it in 
with the War Loan drive which was 
to open the following day. 

The entire page was prepared 
and the copy written after the news 
of surrender, around 11 a. m. It 
Was necessary to jump the paper 
two pages as additional room could 
be used for the Italian news story. 


Zt ee 


ITALY SURRENDERS! 


ITALY SURRENDERS The bs che Best News Brother 
Smeter nd cmd Mote Hae Hemmrd for Momtine 


ITALY SURRENDERS fey Those Bonds te Back the 
Bers Over There Our Bors Whe Are Coveng Thee 
AD te Premerrs Lite ond Fremdam tar Asmemce 


DEERE & CO. 


No attempt was made to commer- 
cialize on the big news break as the 
sponsoring company had indicated 
several days before that they would 
like to use some space on the War 
Loan drive. The company was called, 
and the timeliness of an ad of this 
character was emphasized. They 
gave their O. K. and the page was 
sent to the composing room. 

This is just another example of 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


LOCALIZED 


INVEST IN WAR BONDS 


R. G. LeTourneau Co. struck home in 

this 3rd War Loan advertisement, using 

a background of news items about local 

boys who have given their lives, aiid for 

a heading, the words of Lincoln, “It is 
for us, the living.” 


bond drive, inasmuch as the only 
good that we could derive from it 
was building up good will through 
the country banks. 
CHESTER L. PRICE, 
Advertising and Publicity Man- 
ager, City National Bank & 
Trust Company, Chicago. 
ee Pe 


Service Stars Missing 


To the Editor: 
wartime color page, 
Company and its agency overlooked 
a small essential detail in the stage 
setting of their story. No service 
stars are visible in any window. 


It would be interesting to know 


how many readers, advertising men 


and Hoover prospects, call this blind 


spot to their attention. 
W. I. NINABUCK, 
International Harvester Com- 
pany, Chicago. 
7, ¢ F 


Aid Fats Salvage 
To the Editor: 


interest of saving waste fats. 


siderable interest 


In this excellent 
the Hoover 


Enclosed is an 
announcement of what we believe 
to be an unusual promotion in the 
This 
idea originated with the Visking 
Corporation and has aroused con- 
in the packing 


Advertising Age, September 27, \ 943 


NO STARS 
A 4 Seve Z. 


Gia Buy L 


Fr rHE HOOVER y 


These illustrations of six homes from 
which six boys have gone to the fighting 
services have omitted the service stars 
which usually hang in windows, an ob- 
servant reader points out. 


industry. The enclosed folder was 
mailed to every packer and sausage 
maker advising them of our contri- 
bution to this necessary war effort. 
Scores of complimentary letters 
have been received and many offers 
of assistance to aid in distributing 
fat strainers to housewives. Coupon 


returns from our advertiseme in 
Forecast magazine, which of oreg 
teachers free fat strainers fo: dis. 
tribution to students, are begin sing 
to stream in and it is very Pro} ab), 
that the half million strainer y, 
have made available will be ex. 
hausted in a short time and it wij 
be necessary for us to order ; jqj. 
tional quantities. 

In view of the uniqueness 0! this 
idea, we believe it will be of on. 
siderable interest to the reade:; of 
your publication and, further ore, 
may influence others to put ‘hei 
shoulders to the wheel and he!) ty 
accomplish the government’s objec. 
tive; namely, 300,000,000 pound: of 
saved waste fat during 1943. 

W. R. Hemricu, 

Sales Promotion Manager, The 

Visking Corporation, Chicag< 
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READ BY ALMOST 
EVERY MEMBER OF CONGRESS 


(But Washington influence begins at home) 


Choose the 
Leader... 


ested in the thoughtful idea illus- 
trated in the enclosed tear sheet. 

George C. McNutt, advertising 
and public relations manager for 
R. G. LeTourneau, felt localized 
copy would best drive home the 
need for buying war bonds in the 
War Loan drive. So, first, he 
gathered newspaper stories and pic- 
tures of Peoria service men who 
have recently died in battle for us. 
Then, using these news clippings as 
background, he wrote a hard-punch- 
ing, direct war bend investment ap- 
peal “For Us, the Living.” The 
material, as the tear sheet shows, 
was worked into a unique, home- 
slanted full page war bond ad by 
Joseph Van de Loo, LeTourneau 
staff artist. 

This advertisement appeared in 
the Peoria Journal-Transcript of 
Thursday, Sept. 9; in the Peoria 
Star Monday, Sept. 13, and in the 
Peoria Labor Temple News on Fri- 
day, Sept. 17. 

The whole idea, we feel, is too 
helpful to the national cause to 
keep its light under a basket. Ob- 
viously, the same general ad plan 
may be adapted to metal salvage 
campaigns, grease and fats drives 
and other war solicitation efforts. 
We pass it on to you and your read- 
ers at its face value. 

ROLAND S. NEFF, 
Publicity Director, R. G. Le- 
Tourneau, Inc., Peoria, Il. 

Be 


Cites Wonders of 
Postal Service 


To the Editor: An _ interesting 
incident which may well qualify for 
Ripley’s “Believe It or Not” oc- 
curred last week when the Rubin’s 
“Stars of Tomorrow” broadcast, 
heard over WGN every Sunday at 
8 p. m., received a post card with 
the following writing on the back: 
“6803 S. Loomis, 
Chicago, Illinois. 

Aug. 18, 1943. 
Dear Sir: 
I think Stanley Kottka should get 
first prize. 

Sincerely, 
Percival Finkel.” 

The front, of course, was blank 
and had only the Chicago postmark. 
Nevertheless, the delivery was 
made promptly. 

ARTHUR M. HOLLAND, 
Malcolm Howard Advertising 
Agency, Chicago. 

> = 


Reprint Is O.K. 


To the Editor: We would very 
much appreciate receiving six 
copies of your Sept. 6 issue and 
your permission to run a condensed 
version of your article in the de- 
fense of tooth paste advertising in | 


what we are all working for in em- 
phasizing the potency and flexibil-| 
ity of newspaper advertising. 
ARTHUR H. WILLIAMS, 
Advertising Manager, Rock Is-_ | 
land Argus, Rock Island, II. 
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Local Slant Gives 


Emphasis to Bond Copy 

To the Editor: With advertising 
doing everything in its power to 
hasten victory, it strikes us that you 
and your readers might be inter- | 


(Altruistic Approach 


our own house organ, “Business | 
| Facts.” 
W. E. STONE, 
Ronalds Advertising Agency, 
Montreal. 


any me 


To the Editor: Attached is a 
copy of an ad which we ran in farm 
publications urging farmers to buy 
bonds through their local banks. 


I believe that this is rather an 


This 4-H-Club grou 
the hospitality of 


PRAIRIE FARMER 
aos WH 5 
HONOR INDIANAS 

/ 60000 
4 a MEMBERS 


Above: 


Below, Circle: 


vieve’ 
three shows daily in the WLS tent at 
Wisconsin Fairs. 


unusual contribution to the war 


J) RATRIE 


BURRIDGE D. BUTLER 
hee 


Publisher 


Most appreciated tribute at the Indiana State 
4-H-Club Fair was the Prairie Farmer-WLS Victory banner. 


Jimmy James (center) and Arkie sign an 
autograph for a WLS National Barn Dance listener at the 
Indiana State 4-H Club Fair. Below, Right: “ 
and Jimmy James, WLS entertainers, assisted with 


like hundreds of other friends, sajored 
LS. Prairie Farmer at the State Fairs . 
ate lunch at picnic tables in our headquarters. 


Little Gene- 


Farmer-WLS is 
Middlewest. 


the Indiana and 


pee OT LY} Kk ? 
FA IRS 


State Fairs are an important part of the daily living 
of people in the Middlewest. For our friends who 
could not visit the Indiana, Michigan and Wisconsin 
State Fairs this year, Prairie Farmer-WLS took the 
expositions to the farmers .. . 
coverage and daily broadcasts from the fairgrounds. 
Then we went to the fairs to meet personally our 
readers and listeners who did attend. The WLS- 
Prairie Farmer tent is always “home” 
place to check their parcels, to eat their lunch, to 
meet their friends. 


complete editorial 


to them —a 


For Illinois, which had no Fair this year, Prairie 
Farmer-WLS conducted a 
Being so closely in touch with these homey, honest, 
hard-working people is the big reason why Prairie 
“One of the Family” here in the 
Let the combined, double-power sales 


“State Fair of the Air.” 


force of Prairie Farmer and WLS carry your adver- 
tising message into the homes of this prosperous 
market. 


Crowds jammed the 


FARMER 


Since 1841 


WLS-Prairie Farmer State Fair tent three 


times daily to see shows by their favorite WLS and Prairie Farmer 


personalities. 


WS: 


CHICAGO 


Double Your SALES Power « Pracie Farmer Laud / 
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(eres a LOS ANGELES you already know. , 


” 


War has made Los Angeles an even greater PLUS 
MARKET. For in addition to movie-making and vacation- 
taking . . . agriculture and retail trade—there’s now 
vast new industrial activity here. 


For example, the past three years have brought over 
1283 new plants and plant expansions . . . new capital 
investment of more than $251,200,000 . . . and boosted 
the number of industrial wage-earners above 377,000. 


But will it last? 


The fact that many of our new plants are producers of 
basic materials . . . plus the long-range planning of other 
major Southern California industries definitely assure a 


carry-over of this plus business in the post-war future. 


FACTS FOR YOUR FILES 


Los Angeles Times circulation today is at an all- 
time high. Highest in volume, highest in reader 
responsiveness. It is the largest morning circulation 
on the Pacific Coast—and the largest home-deliv- 
ered circulation, morning, evening, or Sunday! 


Linage likewise keeps pace. First newspaper in 
the field in all major Media Records classifications 
is, as always, The Times. 


LARGEST MORWING CIRCULATION ON THE PACIFIC COAST 
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Appoints Lewis 

Heller Hope Company, New York, 
has appointed Lewis Advertising, 
Newark, to handle its account. 


Selling Women White 
They’re Young ~~ 
Published by GIRL SCOUTS 
59$.B. 44th St., New York 
Member of 
YOUTH GROUP 


200,000 ABC! 


Trademarks, Brand 
Names Defended in 
New Stein Series 


(Picture on Page 59) 


Chicago, Sept. 23.—To help count- 
eract movements to eliminate brand 
names and trademarks, A. Stein & 
Co., announced this week that both 
its trade and consumer advertising 
this fall will uphold their vital im- 
portance to the economic system. 

Business paper messages signed 
by the manufacturer of Hickory 
foundations, Perma-lift brassieres, 
and Paris garters, suspenders and 
belts will be headlined “X-marks or 
trademarks — defend your right to 
choose!”’ 

“Worthy trademarks have con- 
tributed to your success and have 
maintained your customers’ confi- 
dence because of their guarantee of 
satisfaction, quality and value,” the 
company reminds retailers. “Today, 
trademarks have assumed an even 
more important significance to you 
and your customers. Their right to 
choose what they use and your 
right to do likewise must be pre- 
served. Freedom of choice In the 
market place will perish if brands 
and trademarks are eliminated. 

“Your business and ours is de- 
pendent upon public confidence. 


Trademarks determine the charac- 
ter of the merchandise they brand, 
and of the stores which feature it. 
Trademarks, not X marks, is the 
American way. It is increasingly 
to your advantage to keep to the 
fore those brands, whatever the 
product, which have merited lead- 
ership. This timely warning appears 
in all our advertising— 

“Don’t let anyone deprive you 
of your American right to choose 
the dependable brands you prefer. 
Trust the trademarks which have 
stood the test of time.’ 

“You will recognize this effort as 
worthy of your help to preserve the 
economic system because your 
experience has demonstrated its 
soundness.” 


Tie-in Displays Offered 


Merchants are urged to tie in 
with the fall campaign by using 
attractive three-color scroll dis- 
plays, advising customers to “Buy 
only what you need where you have 
freedom of choice’ and promising 
them that “You'll usually find your 
favorite brands here, such as... 

Consumer copy, using color as 
extensively as in the past, is sched- 
uled to appear in Charm, Cosmo- 
politan, Esquire, Forbes, Good 
Housekeeping, Harper’s’ Bazaar, 
Life, Mademoiselle, Movie Radio 
Guide, Nation’s Business, News- 
week, The New Yorker, Parents’ 
Magazine, The Saturday Evening 
Post, Screen Guide, Stardom, Time 
and Vogue. 

Brassiere and foundation adver- 
tising will employ a_ technique 


proved successful in the past, 
including large illustrations and 
prominent display of brand names. 
All copy repeats the timely warning 
that brands and trademarks must 
be protected. 

Walter L. Rubens & Co., Chicago, 
handles the account. 


Curtis Research 
Adds to Staff 


James C. Gallagher, formerly a 
partner in Facts Finders Institute, 
Philadelphia, has joined the re- 
search department of Curtis Pub- 
lishing Company, in charge of field 
service activities. William C. Gor- 
don, who has been assistant chief 
of the general statistics staff of 
WPB in Washington, D. C., and was 
previously on the staff of the Har- 
vard business school, has been 
assigned to study housing and 
household appliances for the Curtis 
research department. 

Alfred N. Watson has been named 
assistant manager of the depart- 
ment, which is headed by Donald 
M. Hobart. 


Braun Heads Media 


Joseph P. Braun, who has been 
with Kenyon & Eckhardt, New York, 
for 10 years, during the past two 
as assistant media director, has 
been appointed director of media of 
the agency. He succeeds Joseph 
Vessey, who will continue with 
K&E as secretary and on special 
media assignments. 


A department store buyer right here in New York always claimed 
so! A square advertisement was a rabbit’s foot, a tall one a jinx. 
And let any advertising manager argue the subject! 


A little unscientific in approach? Perhaps. 


The right merchandise, the right selling message to fit that mer- 
chandise, and the right audience to sell that merchandise to might 


be nearer the answer. 


Of these our job is to supply the right audience to read the adver- 
tisements and to buy the merchandise—an audience of 632,000 
buyers every week-day evening and 1,100,000 on Sundays. 


We've been holding to and building on that huge family of readers 


for 40 years. 


Sometimes they like us for news coverage —we're the only New York 
evening newspaper with all three wire services, AP, UP and INS. 
Sometimes it’s for pictures —our Pictorial Review Section is an ever- 


popular feature. 


LARGcST NEW YORK EVENING NEWSPAPER—THE ONLY ONE WITH ALL THREE WIRE SERVICES—AP ~ UP~ INS 


Sometimes it’s comics—Popeye, Barney Google, Donald Duck and 
so on. Sometimes it’s society a la Cholly Knickerbocker and Dorothy 


Kilgallen. 


But this we can tell you. Run enough well-merchandised advertise- 
ments where our two-and-a-quarter-million daily readers can see 


them and you'll find all kinds of ads pull in the Journal-American. 


WHERE ARE THE SUNDAY DRIVERS? 


A lot of them must be relaxing every Sunday with a cherished 
copy of the Sunday Journal-American. How do we know? Well, 
our Sunday circulation is well over 1,000,000. Might as well be 
relaxing with your advertisement this Sunday, mightn’t they? 


Advertising Age, September 27 ; 


Lady Esther Appoints 
Biow as Agency 


Lady Esther Ltd., Chicag: has 
appointed The Biow Company, > 
York, as its agency, effective ; 
diately. 

The Lady Esther accoun: 
year involved approximately * 399. 
000 for newspapers, $100,00: fo, 
general magazines, $25,000 for farm 
journals and $600,000 for radio. 
a total advertising appropriati., 
more than $1,000,000. The ac: oun; 
has been serviced by Pedlar & | yan 
New York, for the past five yerrs ° 


Frank Leaves Weintraub 


Yasha Frank, who left D'Arc 
Advertising Company last July t 
become executive creative he: 
the radio department of William 
Weintraub Company, New York 
has resigned from the agency. ' 


— 
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READY NOW TODAY-THE'SO.000 000 000 


TIRIGLEHOME OF POSTWAR AMERICA 


TO THE PUBLIC: Jn the August 1943 issue of our trade 
magazine, Practical Builder, we published certain 
postwar housing information of vital importance not 
only to the building trades but to the public at large. 
Since the estimated $30,000,000,000 to be spent for 
housing in the next ten years will come out of the 
pockets of America’s 45 million families, we consider 
it our duty and our privilege to place this information 
before you now. We urge you to read it through. 


Wi the rising crescendo of this global conflict, 
and the amazing miracles of war production 
now bringing victory within reach, the word Post- 
war has taken on an almost magical meaning. 


The World of Tomorrow—what will it be like? 


Will glass-and-plastic cars, streaking along express- 
highways at 100 miles per hour, make our pre-war 
models as extinct as model T? 


Will full-color television, with 15-minute news 
broadcasts as standard equipment, sweep away 
our newspapers and our 30 million radios? 
Will the electronic tube, by some dim laboratory 
magic, abolish lamp-cords and base-plugs, and light 
our homes by remote control? 

And speaking of homes—what of the low-cost 
postwar miracle home everybody’s talking 
about? Will it be so utterly new in design that to- 
day’s homes will be as out-of-date as the bustle? 


—Will it have plastic plumbing? Unbreakable win- 
dows? Glass walls? Sliding panels instead of rooms? 


—Will it have self-operating electric kitchens, auto- 
matic air-conditioning, built-in furniture and re- 
frigeration, deep-freeze lockers, electric clocks? How 
about one-piece bathrooms, radio-controlled heat- 
ing, self-sealing closets, screenless screens, built-in 
aquariums, robot laundries, vitamin-ray sunlamps? 


—Most important of all, how soon after the war can 
this miracle home be built? 2 years? 4 years? When will 


inventions and devices and installations and 
equipment which otherwise would be ex- 
pensive luxuries for years to come. 


* * * 


Many people, thinking in terms of the ’20s, believe 
the building industry has been asleep; that low- 
cost housing in this country has shown no revolu- 
tionary change or improvement. 


We agree with them. There has been no “revolution” at all. 


But since the ’20s, thanks to America’s practical 
building contractors and building-material dealers, 
there has been an Evolution in low-cost housing 
that is nothing short of astounding. 


In 1920 the term “low-cost” meant as much as 
$10,000. Yet here is the kind of house you got for 
your money: 
—its plumbing, windows, kitchen equipment 
and electric wiring were inadequate. 
—it had no installed kitchen cabinets, no air- 
conditioning, no asbestos siding, no dry-wall 
construction, no fireproof shingles,.no plywood. 
—it had no insulation, no vapor sealing, no 
automatic heating, no double-glazing. 


—it gave little thought to operating economy, 
labor-saving, interior decoration, exterior line 
and beauty. 

—it rarely, if ever, included built-in garages, 
panelled playrooms, damp-proof laundries, 
water-tight basements. Maid’s quarters in the 
attic, toilet in the cellar. More than one bath- 
room or fireplace was almost unheard of. 


Yet the day the bombs dropped on Pearl Harbor, 
America’s practical building contractors and build- 
ing-material dealers, working hand-in-glove with 
building materials manufacturers, were building 
these luxuries as necessities in the low-cost 
home of the ’40s. And your cost was not $10,000, it 
was nearer $6,000! 


it be ready? Give us the facts. 


* 7 7 
We whose business it is to know the building indus- 
so make it our business to tell the public the 
truth: 
You will not have to wait 2 years, or 4 years, or 
even 1 year, for the miracle home of tomorrow. 


It is here now. Ready the minute the Armistice is 


signed. 
And it will be built by America’s practical buildi 
contractors and building-material dealers, who | bat for 


war restrictions stand ready to start building you this 
miracle home of tomorrow TODAY. 


* 7 * 

Who are these men—these creative building experts 
who have accomplished this triumph of American 
postwar planning? 

You probably never heard of them. You do not 
know what they look like. 

Yet these men, more than any other group, have 
been far ahead of the building industry in the devel- 
opment of low-cost housing. They have worked 
closely with America’s building materials 
manutacturers to make available, at low cost, 


It did not happen overnight. It was twenty years in 
the making. But if that is not change, improve- 
ment, call it what you will, we don’t know what is. 
And for this evolution, you can thank America’s 
practical building contractors and building- mate- 
rial dealers. They are entitled to the credit. 

* * * 


Now these same practical building experts are 
“doing it again.’? Thanks to them, your postwar 
miracle home will embody three sweeping changes: 


1. New or greatly improved materials in prac- 
tically every step of construction. Bathrooms, 
kitchens, laundries and their equipment re- 
designed with an eye to beauty, utility and 
color. Heating equipment that will out-per- 
form anything in existence before the war. 
Methods of construction that outstrip any- 
thing now generally known. Every invention 
and gadget and improvement known to Ameri- 
can ingenuity, will go into this postwar miracle 
home. But mind you, practical gadgets; 
practical applications of such things as 
plastics, aluminum, magnesium, lightweight 
durables galore... to feed the needs and 
desires and preferences of America’s postwar 
progress. Yet there will be... 


aA 
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2. —an even greater downward trend in 
proportionate cost. 

3. —and as a result, an even greater upward 
trend in value. 

And we repeat: Thanks to America’s practical 

building contractors and building-material dealers, 

you won’t have to wait. This miracle home is ready 

now—the minute the Armistice is signed. 


* * * 


There is, however, one looked-for change in your 
postwar miracle home which we tell you will not 
take place. 


That is, Change In Appearance. 


Basically, the present form of house was all right to 
begin with. It had to have a kitchen, bathroom, 
living room, bedrooms. Jt still has to have them 
today. 

True, your postwar miracle home will be better 
designed. More compact. More carefully planned 
for comfort, health, safety, convenience, labor-sav- 
ing, economy of operation. 


But do not expect this $30,000,000,000 miracle home to 
resemble, even remotely, the weird freaks and futuristic 
monstrosities you see pictured. 

Even if these monstrosities did exist— and except in 
the inflamed imaginations of magazine writers, they 


emphatically do not—your common sense would 
warn you away. 


* * * 


We suggest to the American public a simple 3-point 
plan for postwar home buying: 
RULE 1. There are many types of so-called 
postwar houses in model and blueprint form. 
Look at all of them. See what they offer. 
RULE 2. Then, see your practical building 
contractor. Ask him to consult with his local 
building-material dealer so as to get complete 
costs on exactly the home you want. 
RULE 3. Finally, examine his costs—not in 
terms of dollars, but of sheer, downright value. 


We know America’s practical building contractors 
and building-material dealers. It has been our 
business to keep them informed for over 25 years. 


And we say to the American public once and for all: 


Your practical building contractor and _building- material 


dealer—no one else—will build America’s $30,000,000,000 
postwar miracle home. 


When the last gun is fired and Peace blesses us once 

— see these two experts about your postwar 
me, : 

They are part-and-parcel of your community. It’s 

to their interest.to have your interest at heart. 

So you are safe ih entrusting to them your life- 

time investment in the miracle home of tomorrow. 


This edvertisonil published by 


PRACTICAL BUILDER 


The leading magazine serving the 
builders of America 


59 East Van Buren St., Chicago, Ill. 


Also publisher of Building Supply News, Brick 
& Clay Record, Ceramic Industry, directories, 
catalogs and literature for the building industrees 


N OTE « The January 1944 issue of Practical Builder will actually visualize, in plans and sketches, this postwar home from the builder's standpoint. A limited number 
e of copies will be available, on request, to those professionally engaged in the building industry. You may reserve a copy by writing on your letterhead now, 


The above advertisement, an act of leadership to tell the public the truth about low-cost postwar housing and thus remove 
a threatening obstruction to America’s postwar re-conversion and prosperity, is appearing in 5-column space in the following news- 
papers: New York Times, Chicago Tribune, Detroit News, Washington Post, Minneapolis Star Journal & Tribune, Buffalo Courier- 
Express, Cleveland Plain Dealer, Pittsburgh Post Gazette. It is also being published in Advertising Age, Printer’s Ink, Advertising & 
Selling, Industrial Marketing and Tide. We shall be glad to mail you a full-size proof without charge. 


tained at moderate cost by inquiring from us. Industrial Publications, Inc., 59 E. Van Buren St., Chicago, Ill.; 420 Lexington Ave., 


New York City; 1007 Terminal Sales-Building, Portland, Oregon; 403 W. Eighth St., Los Angeles, Calif.; 68 Post St., San Fran- 
cisco, Calif. 
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FIRST IN NATIONAL READERSHIP 


Traretey beerng Novem 1940 THE DAILY TRIBUNE— JOHNSTOWN PA 


OW 5 — "te see that our armed force: get promptiy and r= 


ahundance the tools they weed for the job.” —E. G. Grace 


SD vans: IN SHIPS AND HEAVY ORDNANCE 


Tet me or eames Rermenem output 
(net 6 ee momchiy Ragh of | | 06.000 met tome of 
oe 


To the Putin: These production feats have boon por 
~~ 


Bering up our ermed forces Sh rete! suppies the 
260,000 Rethischen 


onto the wer 
Trang eee! rie ermer pate 
inqe prope tion wth o snk end gent cana tu Go 
Woinetmen enae 


An eve growing Mood of minel is pouring out for Ue 


ee ae ee nee een ne 
- 
ee ne 


coe ber meme oe ea 


BETHLEHEM STEEL 


Ranking first in readership appeal among national wartime institutional adver- 
tisements is this full-page advertisement for Bethlehem Steel, based on results of a 
survey conducted by the Advertising Research Foundation. The Bethlehem adver- 
tisement hit a readership of 69°% of the men and 66%, of women readers. It is 
reproduced along with 14 other national advertisements in a new 40-page 
brochure, "Are People Reading Institutional Ads?" The brochure has been mailed 
out by the ANPA Bureau of Advertising to national advertisers and agencies. 


in ONE YEAR from 
WOMEN Oe 


Reader interest runs high in 
Worcester. Just two subjects | 
— needlework and patterns — 
brought 51,530 letters from 
women to the Telegram- 
Gazette in the year ending 
May 31, 1943. Each letter 
enclosed a nominal sum to 
cover the cost. 


Ewing Gellowey 


The Worcester Market is rich — and responsive. 
City Zone population 235,125. City and Retail 
Trading Zones: 440,770. The Telegram-Gazette 
blankets this market — and GETS RESULTS. 


Th TELEGRAM -GAZETTE 


WORCESTER MASSACHUSETTS = Croece / Boorw, Pabbhes- 
(they Meek mea associates, aconeaten | 
ck RADIO STATION WTAG - 


Wartime Copy Gets 


.. |Heavy Readership, 
ANPA Study Shows 


New York, Sept. 23.—Analyzing 
readership of outstanding wartime 
advertisements in a 40-page bro- 
chure, “Are People Reading In- 
stitutional Ads?” 
Advertising, American Newspaper 
Publishers Association, this week 
emphasized that the attention given 
wartime institutional advertising 
often outstrips the most appealing 
national copy appearing before 
Pearl Harbor. 


Fifteen Ads Ranked 


The booklet, subtitled “An 
Answer from the People Them- 
selves, received and recorded by the 
Advertising Research Foundation,” 
has been mailed to national adver- 
tisers and agencies. Fifteen high- 
ranking advertisements are featured 
in reproductions after having been 
analyzed in detail by the foundation 
in “The Continuing Study of News- 
paper Reading,” four-year old re- 
search project co-sponsored by the 
Association of National Advertisers 


and the American Association of | 


Advertising Agencies. 


the Bureau of | 


Top-scoring national advertise- 
ment of the 15 shown is a full page 
by Bethlehem Steel Company, 
which was read by 69% of the men 
readers and 66% of the women 
readers of the Nov. 19, 1942, issue 
of the Daily Tribune, Johnstown, 
Pa. 


Esso Copy Draws 


Standard Oil Company of New 
Jersey and its associated Esso com- 
panies are close to the top in read- 
ership with their 1943 campaign, 
the book shows. It reproduces the 
May 7 Esso ad headed, “Look up 

. . they need your help!”, which 
attracted 59% of men readers and 
64% of the women. 

Westinghouse Electric & Mfg. 
Company won the distinction of 
being the only advertiser with two 
advertisements in the collection. 
One, appearing last March and re- 
porting pictorially on Westinghouse 
war production, was read by 54% 
and 56% of men and women read- 
ers, respectively, while a _ similar 
advertisement appearing in October, 
1942, got a corresponding score of 
52% and 36%. 

Most prominent single classifica- 
tion represented in the 15 adver- 
tisements is that of railroads, repre- 
sented by the Southern Railway 
System, New York Central and 
Lackawanna, Other advertisers rep- 


resented are United States Rubber, 
| Philco, General Electric, Aluminum 
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Company of America, and ( 
New York Power Company. 
included is the highest-rankiny ;jp. 


gle institutional advertise jen; 
checked by the survey since © ea) 
Harbor, though not a nat jnaq) 
advertisement: a full page p ceqg 
last October by the United Wa, 
Fund of Onondaga County (5 ra. 
cuse, N. Y.), which won a re; jj 


of 82% of both men and wom 
Good Public Response 

Tracing the post-Pearl H: 
conversion of advertising to 


sales objectives and the chanr. jp 
people’s attitudes toward advetis. 


ing, the Bureau points out tha’ the 
people have responded to indus ria) 
advertising with a new eager jess 
to learn more about industry ang 
about industry’s relation to ‘hei; 
welfare, their security, and hei; 
way of life. 

“Today, there can no longer bp 


any doubt as to whether well-pre- 
pared wartime institutional ad ver- 


tising is being read—and ead 
eagerly,” the book declares. Sel- 
dom, in fact, in any medium, has 


public attention to national adver- 
tisers’ messages reached the high 
marks which industry is now re- 
cording in newspapers.” 

Another booklet on_ institutional! 
advertising, “Advertising Goes to 
War, Supplement No. 6,” was issued 
by the Bureau of Advertising this 
week, reproducing 49 outstanding 
advertisements. 
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Blo Transfer OK 
Awaits Noble's 
Po icy Statement 


hington, D .C., Sept. 22.—The 
FCC has completed its public hear- 
ngs on the transfer of the Blue Net- 
wor. from RCA to Edward J. Noble, 
but ‘nal action on the case has been 
held up While the Commission 
aw: a statement from Mr. Noble 
on his policy on the sale of time for | 
contyoversial discussions, and _ to) 
sroups soliciting memberships. 
" in all-day session Monday, the 


Con 


iission resumed the line of 
ques ioning directed at Mark Woods, 
Blue president, Sept. 10. With Mr. 
Nobie on the stand, Chairman James | 
Lawrence Fly repeatedly lashed out | 


at the refusal of broadcasters to sell 
time to labor organizations and 
other groups, asserting that it im- 
posed restrictions on the mechanism 
of free speech. 

“| think we are entitled to know 
what your general policies are go- 
ing to be toward the present re- 
strictions on free speech,” Mr. Fly 
ted in questioning Mr. Noble. 


asse 


“I want to know whether we are | 
ing toward relaxing these re-| 


mo\ 


strictions, or back toward the same 
old shibboleths.” 


Asks Time for Policy-Making 


Under persistent questioning from 
the chairman and from Commis- 
sioner Clifford Durr, Mr. Noble had 
repeatedly insisted that radio was 
new to him, and that he was not 
prepared to answer at this time. 
His plea for time to work out a 
policy by trial and error was brushed 
aside by Chairman Fly, who said: 
“You can have all the time you 
want, but of course we can’t act 
until we have your statement.” 

Earlier, Mr. Noble had answered 
routine questions on the negotia- 
tions for purchase of the Blue, and 
on the organization of the Ameri- 
can Broadcasting System. He ex- 
plained that $4,000,000 had been 
raised on his personal signature, and 
that the other $4,000,000 would be 
supplied by three New York banks 
on four-year notes at 2%. The Com- 
mercial National Bank & Trust 
Company would supply $1,000,000 
while the Bankers Trust Company 
and Central Hanover Bank & Trust 
Company are to supply $1,500,000 
each. 

Under questioning of his own at- 
torney, Mr. Noble said that James 
H. McGraw Jr., president and chair- 
man of McGraw - Hill Publishing 
Company, “is definitely and _ per- 
manently out” of the Blue owner- 
ship. 


St Fo 


hoped to have Mr. McGraw associ-|and introduction of exhibits 
ated with him in the Blue, “but the| been completed. Mr. Noble testified 
directors of McGraw-Hill Publish-|as Mark Woods, president of the 
ing Company and members of Mr. | Blue, had replied to similar ques- 
McGraw’s family brought pressure tions at the earlier hearing, that the 
on him not to accept this additional | network was prepared to sell time 


had | 


responsibility.” Until the very end | 
of Blue sale negotiations, Mr. Mc- | 
Graw and Mr. Noble had been as- | 
sociated as possible partners in the | 
network (AA, Aug. 2). 


Will Go Cautiously 


Mr. Noble said that he eventually 
hoped to extend ownership of the | 
Blue to members of the manage- | 
ment, affiliated stations, and to the| 
public. For the present, he said, he| 
was able to supply necessary operat- 
ing capital, but in long-range ex-| 
pansion it might be well to bring in| 
new money. He pledged that he | 
would “be careful of the kind of 
money he brought in” and would 
“look for people with an interest in 
public service.” 

Mr. Noble said the purchase price | 
of the Blue had been determined | 
“unfortunately” by the bids of the 
competition. He said he had bought 
the network and its three stations— 
WJZ, New York, WENR, Chicago, | 
and KPO, San Francisco—as a go- 
ing concern, and that he had not 
made any effort to break down the 
purchase price by evaluating units 
of the network. 


Chairman Fly plunged into pro-|from bulk goods. 


to the sale of goods, but not philoso- 
phies. 

Mr. Noble explained that he be- 
lieved that advertisers buy time to 
sell products. They seek audience. 
If the commentator has sufficient 
audience, he will provide good com- 
mercial advertising, and they will 
pay his price. “Then,” Mr. Noble 
said, “the commentator is free to 
express his own views and not the 
views of the advertiser.” 

Under questioning from Commis- 
sioner Durr, Mr. Noble stoutly de- 
fended institutional advertising. 
“Advertising value,” he said, “is 
cumulative. People forget quickly. 
It takes years to get back and begin 
to get returns from advertising.” 
Citing his own business, he said: 
“You cannot spot direct returns 
from a page in The Saturday Even- 
ing Post for Life Savers.” 

“Because of shipments overseas,” 
he said, “we have very little to sell 
in this country. We could sell 20 
times what we can manufacture to- 
day without advertising. But manu- 
facturers of other mints and fruit 
drops are cutting into the market 
by diverting use of their sugar 
We must make 


gram policy questions as soon as|sure that we have a market left 


Mr. Noble said that he had|routine questioning of Mr. Noble’ after the war.” 
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Here they stand! Hundreds of thousands of trees awaiting induction into the 


service of America. Yet too few men are available for cutting this timber 


and transporting it to mills that supply the many pulp and paper products 


for fighters in uniform and on home fronts. Washington now recognizes pulp 
+d 


as one of today’s most critical materials, and every effort is being made to’ 


secure greater cutting of trees for conversion into essential war ma- 
terials. Whatever you can do personally and in advertising to secure 


greater production of pulpwood will aid the war and speed victory. 


MILLS AT HAMILTON, OHIO. .. CANTON, N. C. ... HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing . . . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK * CHICAGO + PHILADELPHIA * CLEVELAND « BOSTON « ST. LOUIS * CINCINNATI * ATLANTA 


31 
__BACKS WAR EFFORT _ 


Wholesome topping for desserts. . . 
——— 


@ Just mix the famous Phil» 
deipta Brand (Cream Cheese 
with o little milk, best & up 


can help keep 
prices down! 


It isn't “the other fellows job”; it's 


i} 
“ b. everybody's job to help 
Ge ices stable. eae by K R A FT 
Every single day you ca" help >. ntact lle 
keep the cost of living on an ever 
~ heel by buying only —_ ——— 
the family really meee 
kK pod investing the monry you FINE For 
save in the world's best securities pR IN 
U.S. War Bonds. OTE 
Ch Make this the slogan at your house: LOW IN 
Use # oft POINT COs; 
Weer it = 
Moke it 
™ Or do without —_—_—_ 
Poy your debts 
your 


Poy tunes 
BUY MORE BONDS 
AND SMASH THE AXIS! 


Kraft Cheese Co., while continuing its 

product copy in magazines, will soon 

start adding a special war-keyed message 

—superimposed over the regular adver- 

tisement—in behalf of some government 
drive. 


Wartime Messages 
‘Blot Out’ Part 
of Kraft Copy 


Chicago, Sept. 23.—Kraft Cheese 
Company hit upon a new, effective 
way this week of aiding the govern- 
ment’s wartime drives and at the 
same time keeping its products and 
| name before the public. 
| Starting later this month, Kraft 
|advertisements in national maga- 
| zines will continue to promote sale 
of some of its leading brands— 
Philadelphia cream cheese, Vel- 
veeta, Kraft cheese spreads, Miracle 
Whip and Parkay margarine—but 
will give a boost to some govern- 
ment campaign with a brief copy 
block superimposed directly upon 
the regular advertisements. 

The technique of “blotting out” 
part of the product message, de- 
vised by John H. Platt, Kraft’s di- 
rector of advertising, will set the 
pattern for the company’s continued 
publication advertising this fall and 
winter. The schedule includes 1,000- 
line color copy in The American 
Weekly, full color pages in This 
Week Magazine, and half pages in 
color in Good Housekeeping, Ladies’ 
Home Journal, McCall’s, The Sat- 
urday, Evening Post, True Story and 
Woman’s Home Companion. 

A typical cooperative message is 
headlined “You can help keep prices 
down” and suggests this wartime 
slogan for the American home: “Use 
it all, wear it out, make it do or do 
without; Pay your debts, pay your 
taxes, buy more bonds and smash 
the Axis!” 

In line with the company’s desire 
to tie in effectively with government 
efforts, its two major NBC shows, 
“Kraft Music Hall” and “The Great 
Gildersleeve” have donated consid- 
jerable time to various projects, in- 
cluding an entire program devoted 
'to the 3rd War Loan drive. 
| Advertising of Kraft products is 
| handled by Needham, Louis & 
Brorby and J. Walter Thompson 
Company, Chicago. 


Standard Brands 
Returns to CBS 


Standard Brands, Inc., New York, 
|'which began advertising on CBS in 
1928 but has been absent from this 
network since 1932, has returned to 
the list of Columbia’s network ad- 
vertisers. 

Effective Sept. 27, in behalf of 
Tender Leaf tea, the company will 
sponsor the daytime serial, “Mary 
Marlin,” heard Mondays through 
Fridays on 39 stations from 3 to 
|3:15 p.m., EWT. J. Walter Thomp- 
son Company is the agency. 
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Named Western Manager |Vjtqmin Guarantee 


Frank D. Carson, on the Chicago 


staff of Redbook since 1939, has ; 
been appointed western manager. Featured in New 


First Choice 
—-/ of management men 
/ for business news in the 

nation's greatest industrial 


area .-- 


Bread Copy 


New York, Sept. 21.—To prove 
that baking loss of vitamins in 
Wonder bread has been reduced to 
a minimum, Continental Baking 
Company has started a new series 
of advertisements in newspapers 
featuring a $1,000 guarantee. 

Claiming that tests of Wonder 
white bread showed a vitamin B, 
content equal to or in excess of the 
minimum requirement of the Fed- 
eral Food and Drug Administration, 


the Central West | the company offers to pay $1,000 to 


any charitable organization named 

by any U. S. citizen first to disprove 

this claim prior to Dec. 31, 1943. 
The campaign will run until the 


end of November, with advertise- 
ments appearing in 110 papers in 
60 cities. Opening advertisements 
are six full columns with subse- 
quent copy of 1,000 and 500 lines 
to run twice or once weekly de- 
pending on the size of the paper. 

Ted Bates, New York, is the 
agency. 


‘Steel’ Promotes Kiefer 

D. C. Kiefer, assistant manager 
for several years, has been named 
central western manager of Steel, 
Cleveland. He succeeds R. C. 
Jaenke, who has become advertis- 
ing manager of the publication. 


Gets Radio Account 


Knollin Advertising Agency, San 
Francisco, has been appointed to 
handle promotion of the McClatchy 
group of radio stations. 


North Star 
Blankets Given 
Big Sales Push 


Minneapolis, Sept. 22.—North Star, 
Woolen Mill Company, will have 
some products for civilian use and 
it is going to tell about them in a 
national advertising campaign this 
fall and winter. The company has 
fulfilled its war orders and is now 
able to release a substantial output 
of blankets for civilian use. 

Through Batten, Barton, Dur- 
stine & Osborn, New York, the com- 
pany is placing copy in full color 
and black and white in Life, New 
Yorker, Good Housekeeping, Ameri- 
can Home, House and Garden, 
House Beautiful, Sunset, Vogue, 
Mademoiselle, and Bride’s Maga- 


~ 


P-38 Performance 
Is a Marvel of 
Engineering 


The striking pgwer of this “winged projectile” is like a 
thunderbolt. “Lightning,” that’s the name it has earned. 
The P-38 was designed and built around a cannon. It 
was given the necessary speed and maneuverability to 
be at the right place at the right time. When it contacts 
the enemy it hits with a concentration of power that 
makes WAR NEWS. News that is. already~ becoming 
legendary to San Franciscans. 


San Franciscans want news. Today there is nothing 
more important and The Call-Bulletin has been eng- 
neered to be at the right place at the right time with 
adequate facilities to bring them that NEWS — not to- 
morrow, but today, when news happens and as news 
happens. 


The Call-Bulletin brings WAR NEWS to thousands of 
readers, efficiently and accurately. Two of the greatest 
news gathering agencies in America, the International 


News Service and Associated Press, bring NEWS from 
every battle front. I.N.P. Sound Photos and A.P. Wire- 
Photos flash war pictures from every quarter of the 
globe with lightning speed. 


That San Franciscans prefer a news newspaper is shown 
by the popularity and prestige they give The Call-Bulletin. 
Advertisers have shown a high regard for these same San 
Franciscans by the advertising responsibility they have 
placed on The Call-Bulletin. 


The reason is simple. The Call-Bulletin has been engi- 
neered to perform a service. It does not scatter its effec- 
tiveness. It “strikes home” with P-38 efficiency in San 
Francisco, where the greatest Effective Buying Income 
is concentrated. With San Francisco’s increase in popu- 
lation and industry not only tremendous but a perma- 
nent development —and The Call-Bulletin circulation 
greater than ever in the same concentrated area, it 
means sure “hits” for advertisers. 


San Franctsco 


CALL-BULLETIN 


The RITE Paper Sued in a GOLDEN Market 


REPRESENTED NATIONALLY BY PAUL BLOCK and ASSOCIATES 


oa 
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BLANKET GIRL 


Beauteous Claudette Colbert and othe, 

glamor girls of the screen are being fea. 

tured in a new magazine campaicn fo; 

North Star blankets, made by the North 

Star Woolen Mill Co., Minneapolis. Bat. 

ten, Barton, Durstine & Osborn is the 
agency. 


— 


zine, Chief items to be available wil] 
be a 72 x 84 inch blanket planned 
to retail at about $16.96, and a new 
line of all wool crib blankets. 

The advertising theme is “Sleep 
Is Your Best Beauty Treatment,” 
and photographs of famous movie 
beauties will be used, including 
Claudette Colbert, Dorothy Lamour, 
and Paulette Goddard. 

North Star’s booklet, “This Will 
Put You to Sleep,” will again be 
offered to readers. The booklet has 
gone into its second printing, with 
a total of 150,000 copies printed. 


Mutual Billings 
Keep Pace with 
Network's Growth 


New York, Sept. 22.— Mutual 
Broadcasting System, which started 
with only four stations in 1934, will 
mark its ninth anniversary Oct. 2 
as a network with 211 affiliates, in- 
cluding outlets in Canada, Hawaiian 
Islands, and in Mexico through 
Radio Mil. 

Marking the event, President Mil- 
ler McClintock will appear as a 
guest on “California Melodies” over 
Mutual on Oct. 2 from 8 to 8:30 
p. m., EWT. 

At the end of Mutual’s first year 
billings were $1,422,413. At the end 
of another year a gain of approxi- 
mately one million dollars was re- 
corded. By 1941 billings totaled 
$5,000,000 and last year gross bil- 
lings exceeded $9,500,000. This year 
it is expected that billings will top 
$14,000,000. 


New Booklet Issued 
on N. Y. Market 


Paul Sayres, New York food 
broker, has just issued a booklet 
entitled “Little Known Facts About 
the New York Food Market.” It 
contains information about the eat- 
ing habits of the various racial 
groups predominating in the greater 
New York area and how these 
affect the New York market. The 
booklet also includes statistics on 
New York population breakdowns, 
food sales volumes, and the kinds 
and numbers of food stores in ‘he 
greater New York area. Free co})\es 
may be obtained from Paul Sa) 

60 Hudson St., New York. 
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I can Rete 
you get the 
message you 
want to get / 
aoross-ACROSS 


My type drawings depict- 
ing your thoughts tell a 
message terrifically. I'l: 
send you Samples,if you'r: 
serious. 


Se 


Barns, Stormville N. 
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iw AERO DIGEST 
SEMI-MONTHLY ISSUES 
beginning January 1, 1944 


This important move will reduce competition between 


« 


advertisements; will result in better balance between 


advertising and editorial content, and assure easier and 


more thorough readership. 


With these improvements in the interest of advertisers 


and readers, AERO DIGEST will continue to maintain 


its position as the best buy in the Aeronautical Field. 
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WELI Names Long | Ad Council Expands 


ed Long, a ae ee The War Advertising Council has 5 D * + A d M 
manager 0 ations and | expanded its executive committee h 
WSAI, has been named general Sa five to eight members. e 1 ar V Oo a rn a Ti 


Newly 
manager of City Broadcasting Com- | appointed are Charles G. Mortimer — , : : 
pany, owner and operator of Sta- i vice-president, General Foods pee. J diary ——— oe ; me reflections 7 of — 
tion 'WELI, New Haven, Conn. __|Sales_ Company; William  Reydel, Aseunseune Aue eothlg, etatiy, an writen, wnthamt bantht of “ommevtal 
partner, Newell-Emmett Company; renee woery © y as ' on, . be 
and John Sterling of This Week direction” of any kind. The author is glad to receive comment, but can- 
| Magazine not answer letters, except as he may find it appropriate to do so through 
| ae oe the column. 
Davis Appoints K&E September 13. Those OPA gas snoopers was reminded of one I received one night 
= © Devise Comeeny. Hoboken must be corrupting the citizenry down in around a campfire in the Arizona desert. 
3 hee @ ointed yd: on & Sek. Florida, for now a reader from there wants There were four of us: a Jewish trader of 
hardt a” wo ro footed the to know how come that wrecked car of the country, his 18-year old son, a Texas 
| advertising at Coemmait and Davie mine was on that winding mountain road. cattle buyer, and this tenderfoot. The 
baking powder, effective immedi- All right, fellow, I guess it’s a fair question: trader had been good enough to give me a 
lately Saver campaigns for both the car was on duty with a secret research lift in his wheezy Model T when I had 
+ A will te soceaibed in the operation of the armed forces. missed the mail stage for a point 80 miles 
sei future - from the railroad. But night had over- 
: taken us on the slow desert track, and the 
. : _ ; car’s lights failing to work, we lay down 
SELLING NEW HAVEN'S P&G Elects Wood September 14. Received a letter from an in he bee brush unt eacaing. Cettine 
WAR WORKERS unknown woman which started as follows: ld t dd I t a d 
Thomas J. Wood has been elected “Dear Sir:—My son, age 24, is sentenced to 64 rien P oo go on th me med 
Geis dewnstQeusler qoee tate wor vice-president in charge of sales of die in the electric chair on September 17.” ee Whi the’ off = billed - * th aaa 
ie ts Gn Genin et Procter & Gamble Company, Cin- I submit it for the record as an opening ne. me ne Geese Wee on © sare 
plants by ousands dally— Clar- : paled, the trader’s son told me of his am- 
cinnati, succeeding the late Clar sentence that will come as near to insuring er - 
each copy read by many, and Huff. M Wood joined 7 : . : bition to go to college and study economics. 
sand ao Gen G2 t a ence J. u ‘f ood joine an attentive reading as any ever written. It At th a the wad icked hi : 
ak faces eoniliien OA dally | P&G in 1919, and has been general may have been a cry direct from a woman’s “Wh 4 is th t pepe yl Oh ad when 
rey Peas covers ot ede | sales manager since 1938. heart; but it sounds just a little too pro- ot gh ied riggs home as a . 
ng ys ge fessional to me. we had tried to explain he was silent a 
best-sp gc es minute. Then he said: “Well, I tell you all 
100,000 readers daily! + the economics you need to know: just milk 
WFIL Promotes Caskey ' the fellow what does the milking.” Then 
William B. Caskey has been pro- September 15. A little while back I re- to me: “What business you in? Advertis- 
ae * THE * — moted from business manager and corded that I was ordering another supply ing? That’s the kind! You milk the fellow 
promotion director to assistant gen- of my favorite pipe tobacco from England, what does the milking!” 
JOURNAL - COURIER — ae y oer abo — and predicted that it would come through 6 
adelphia. 1. h. Oberfeider has been in spite of hell and high water. Today it 
NEW HAVEN, CONN. named prromotion director of the did, two pounds of it, in hermetically sealed September 18. Visited with a man who, 
station. quarter-pound tins. In the same mail was a few years ago, had one of the most pros- 


a letter from an English advertising man, 
telling me how the postwar slogan of Eng- 
lish business has become “Export or Die.”’ 


Houston Real Estate Men Use September 16. Had a letter from L. P. 


Finley, of the Union Fork and Hoe Com- 


pany (whose products I have used for 

years), expressing his hope that this Diary 

O will be published in book form. Very nice 

of him. On this subject the ayes seem to 

have it, and I have just finished forking 


over the first year’s crop of these jottings, 
IN MORNIN P PE to prepare them for immortality. But Lord, 
( ; how I hate to read the stuff myself! 


up the dictionary definition of economics, I 


perous women’s wear businesses in Ger- 
many. He was worth at that time some 
$2,000,000, and had a quarter million of it 
in gold certificates in a Holland bank. But 
in Hitler’s anti-Semitic squeeze he lost it 
all, and felt lucky to escape to this country 
with his family and $3,000. Today, at 68, 
with his sons in our Army, he and his 
daughter have reestablished themselves as 
successful designers and producers of smart 
sports wear, and are on their way up again. 


e 
September 19. That Palomino, painted 


by Fred Ludekens for this week’s Post 
cover, makes my heart leap. My Pal is 


e getting old, and will soon have to go to his 
E ° P ; ; last pasture. But somewhere there is an- 
than any vening aper September 17. Having occasion to look other of these Golden Horses which I 


must have. 


1943 
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4 cards displaying their call letters,|posters announcing each full-net- 
CBS Stations to and frequencies, and calling roves program will also be widely 
tion to their programs. Large! used by the stations. 
Launch Heavy 


Promotion Drive 


| New York, Sept. 21.—Heralding 
the approaching fall and winter 
|season, all CBS stations will launch 
an intensive campaign of voluntary | 
program promotion, using newspa-| 
pers, transportation advertising, | 
posters, direct mail and radio itself. | 

Breaking in every “station city” | 
over the signature of each _ indi- 
vidual CBS outlet, the campaign 
will ring up the curtain on the com- 
ing season of CBS network pro-| 
gram. Stars of top-notch shows} 
have recorded more than 300 per- 
jsonal invitations for the stations 
which may be aired as “trailers” or 
. |attention callers to their own pro- 
- grams. CBS stations plan to broad- 
}cast more than 45,000 special an- 
/nouncements inviting listeners to 
turn their dials to the CBS pro- 
grams. 


Plan Sizable Campaign 


® More and more advertisers are dis- sional Services, Radio. And 5 of the) Advertising in every major news- | 

covering that the Houston Market is 7 leading grocery super-markets chains | paper in each “station city” is con- 

different. The morning paper goes spend more in The Post. templated, reaching a combined cir- 

into the home .. . is family read. The Houston Post is one of the few | culation of 12,000,000, with frequent 

They are following the lead of such morning papers in metropolitan mar- | jnsertions and sizable space. Where 

local business men as Real Estate kets which is read at home. and so| transportation advertising is avail- 

Dealers who know they must reach stays in the home. ‘able, CBS stations will use car 

both man and wife to sell or rent 3 
property. Real Estate Dealers placed Represented by 

over four times as much advertising in Burke, Kuipers & Mahoney, Inc. 


the Daily Houston Post during 1942 
than in the other papers combined, 


und 76% more total Sunday and Daily ; | De , a 
_ ri either ee pation 7 RICHEST MARKET , gi 

The Houston Post has the remark- IN THE SOUTH = ce . 
able percentage of 94.6% of its circu- ... NOW OVER 1,000,000 in cai : 


lation door delivered or mailed. The 


only complete market page in Hous- = ge Na ee . 

ton, 25 of the most popular comic ' e in the trade ares, and buy “ 

strips, a strong sports page, and both eae See eee : 
Associated and United Press services Southern City : 

assure whole-family reading. ceaciiie tx Gas te ee aie ae < Ps 


- t ! ry t ’ ts f 1 i 
Houston Retailers know the Post's é ‘ 1 dozer ~ new factori 


family group appeal. The Post leads — Ss ae 2 © — 
where the family must be sold as a s market of the future 

group—in Amusements, Electrical Ap- ie 
pliances, Musical Instruments, Profes- pte 


THE HOUSTON POST 


First in the Texas Morning Field 
In City and Suburban Circulation 
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SD idiiseves is a myriad distinguishing traits— 
good and bad...a measure of the differences in men, 


businesses, products. 


Journalism, too, measures its output in terms of 
Character. And, in New York, the Mirror stands out 
—not only a tremendously large newspaper in terms of 
circulation, but a great newspaper in terms of the 
“myriad distinguishing traits.” Geared to the life of the 
normal New Yorker, the Mirror is véta/... brilliant, 


sparkling, alive; definitely characterful. 


The Mirror has. lived through trial and error; its 
editors have searched and researched, written and re- 
written to discover the news and feature forms which 
have attracted and held and are adding to a readership 
which is the nation’s second largest on Sundays and third 


largest on weekdays. 


To know Mirror readers, you have only to page 


a 
a 


Mortally wounded while ramming the Jap ... with seconds 

between safety or disaster to his sub and his men, 
Commander Howard W Gilmore gave the order, “Take 
her downl’’—though he knew the price was his life. 


through their every-day favorite: the Mirror. Here, in 
the newspaper itself, you will get a picture of the New 
Yorkers who make this the world’s marketplace—the 
family folk who are the backbone of every sales cam- 
paign. These people are everybody’s “‘good prospects” 
because they are money-makers, with enough left over 
the cost of living to enable them to trade-up AND to 
save! These Mirror readers are the normal 
New Yorkers who support nice homes and apartments, 
good eating places, smart shows and good things to 


wear and use. They’re young-minded; up-and-doing! 


Here, in the Mirror readership, is an activated audi- 
ence...the families of those who purchase more than 


1,700,000 copies on Sundays, more than 750,000 copies 


on weekdays. 


Advertisers know this: an ad in today’s Mirror means 


many sales tomorrow; dollar for dollar it’s a great buy! 


| — one word describes it... character 


Member of ASSOCIATED PRESS * UNITED PRESS * INTERNATIONAL NEWS SERVICE * AP, INS & STAFF PHOTOS * MEDIA RECORDS 
ADVERTISING FEDERATION OF AMERICA * AUDIT BUREAU OF CIRCULATIONS «© AMERICAN NEWSPAPER PUBLISHERS ASSOCIATION. 
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Joins Benton & Bowles 
Patricia O’Connell Read has joined 

the radio commercial department of 

Benton & Bowles, New York. 


“Ever listen to ‘Watch the World 
Go By on WFDF Flint Mich- 


igan?” 


King Revamps OPA 


Information Setup 


Washington, D. C., Sept. 22.— 
OPA’s information offices have been 
regrouped into three major divi- 
sions under a temporary reorgani- 
zation arrangement adopted by 
James F. King, successor to Lou R. 
Maxon, in charge of OPA informa- 
tion. 

In reorganizing the complicated 
OPA information setup, Mr. King 
was carrying out his promise to 
assign all personnel to a fixed job 
to make sure “they all played on 
the same team” (AA, Sept. 13). In 
a memorandum announcing the new 
assignments, he warned that “each 
division head will be responsible 
for effective performance of all 
persons under him.” 

The realignment abolishes the 
independent campaigns division 
built up by Barton Cummings, for- 
merly with Firestone Tire & Rubber 
Company and Benton & Bowles. 
Mr. Cummings and his three cam- 
paign managers will be attached to 
Mr. King’s office “to assist in 


securing and coordinating informa- 
tion from designated departments 
of OPA and from other federal 


agencies.” 
All media activities will be 
grouped in an editorial division 


headed by Elliot Marple, former 
head of the news branch, who will 
now be an assistant deputy admin- 


istrator. Among the media, Mr. 
King has included the news trade 
services, radio and _ advertising 
branches, 


Other Changes Made 


The field division continues under 
Donald MacPhail, formerly with 
Wm. Wrigley Jr. Company, with 
the consumer division remaining 
under J. Paul Leonard, Leland 
Stanford University professor. 

In the editorial division, which 
will handle plans for most OPA 
campaigns, Mr. Marple will be 
assisted by William H. Wells, who 
formerly operated an advertising 
agency in New York and more re- 
cently was active in commercial 
films. Stuart Siebert, David Lion 
and Ella Roller, all production 
workers formerly under Mr. Cum- 


mings, will be assigned to Mr. 
Wells. 
Within the editorial division, 


Robert Kaye, former New York 
advertising man, will continue in 
charge of the trade services branch; 
Eloise Daubenspeck will continue 
with radio; and Curtiss Livingston, 
formerly of Maxon, Inc., and other 
agencies, will continue in charge 
of advertising. 

Mr. Cummings’ three campaign 
managers are Charles Prins, from 
Federal Advertising, New York, 
price control; Malcolm Lund, once 
with the Parker Pen Company and 
the Howard Swink agency, Marion, 
O., fuel and transportation; and 
Charles Jackson, formerly of The 
Buchen Company and Gundlach 
Advertising, Chicago, food. 


Adds Two Accounts 


Products Research Company, 
Stamford, Conn., which has moved 
to new offices at 4 South St., has 
been appointed to handle the adver- 
tising of S. L»we & Sons Company, 
Fairfield, Conn., and C. O. Jelliff 


Mfg. Corporation, Southport, Conn. 


ree 


-au5rte 


Crossley made the survey during the last two weeks in May . . . 68,226 coincidental 
telephone calls in Metropolitan New York, Philadelphia, and eight key cities of 
75,000 population or over outside of Metropolitan New York, but within WJZ’s 


half-millivolt line. These eight cities are representative of this vast Outside Area 


where 8,100,000 people live. 


Crossley’s findings have made it possible to establish a factor between a station’s 
New York rating and its rating in this prosperous Outside Area. WJZ’s factor 
during the morning periods is 22 


much greater than its New York rating. So, on WJZ, a 2.0 


rating in New York means a 5.0 


12.5 and so on. 


The Blue’s Key Station in the 


ExT 


iui yur 


... in other words, its rating Outside is just that 


WJZ 


Outside — a 5.0 means a 


50,000 . 770 
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Get the Facts on All Four New York 
Network Stations for Yourself 


Get the facts on the survey and the facts on 

each station’s factor between Inside and Out- 

side listening for the morning, afternoon and 

evening. Write for a copy of this new Crossley 

Multiple Market Survey, p/us an analysis of 

why and how it has revolutionized New York 
radio time buying. 


CALL OR WRITE WJZ, NEW YORK CITY, TODAY 


Great New York Multiple Market 


Advertising Age, September 2°. 1943 
WHAT'S THAT? 
WHAT YOU ENVY |: 

MARY'S Ezhoven/ 


OOS! BONE FLOM a 
wits tow Where! amounts of B View 


Revel Vitamin 1 Capsutes deily — nenr the cash remater ot Parse 


‘ viv ecwus . 

Jb h hich oe. 
e y 

; 


y mores from stars to sta: 


if it’s “B” you need —it’s BEXEL you should ask for 


© rested name Mehesmon makes 


Ss, ING, BRIDGEPORT, CONNECTICUT 


Euphoria bids fair to become a house. 
hold word through this copy placed by 
McKesson & Robbins for Bexel, vitamin § 
Complex tablets, first advertising placed 
for the product after a free sampling 
campaign at Paramount studios, Holly. 
wood (AA, Sept. 13). J. D. Tarcher & 
Co., New York, is placing the account 


Two Name Stover Agency 


The Plastex Corporation and 
Radiotone, Inc., both of Columbus 
O., have appointed John Stover 
Advertising, Columbus, to handle 
their advertising. Direct mail and 
business papers will be used fo 
both accounts. 


Joins Lithographers 

Edward D. Morris has joined the 
staff of the Lithographers National 
Association, New York, filling the 
vacancy caused by the resignation 
a year ago of Stanley C. White t 
accept a lieutenant’s commission in 
the Navy. 


Two Join Ayer 

James S. Hauk, formerly vice- 
president of foreign operations of 
Lehn & Fink Products Corporation 
has joined N. W. Ayer & Son, Phila- 
delphia, as a representative. Wil- 
liam M. Pettit has joined the 
agency’s public relations staff. 


Joins KDYL 


Lillian Greene, formerly in the 
radio department of Steve Hanna- 
gan’s publicity office, New York 
has joined Station KDYL, Salt Lake 
City, as assistant to Myron Fox 
director of publicity and promotion 


Bank Clearings 
Up 11.1% In 
Winston-Salem 


—Bank clearings for August, | 74? 
showed a gain of almost seven een 
millions as compared with the s»m¢ 
month a year ago. 


—Winston-Salem remains the 
state's leading “port of entry — 
and by a wide marginl 


—Winston-Salem is busy! 3" 
cultural income higher than e & 
People employed at good we 3% 
are making things for war and ¢ ¥/' 
ian uses. They're ACTIVE pecol 
. . . well able to buy the things > 
sell! 


—And they read the 


JOURNAL and SENTINE 
Winston-Salem, North Carolina 
National Representatives: KELLY-SMITH °° 
NBC—Radio Station WSJS—NBC 


came 
March, 
tary ar 
Willi 
and t 
Stillsor 
lithogr 
sioned 
forces. 
pilot i 
been a 
seas. 
Mab: 
Get A 
of Tid 
pany, 
cepted 
wome! 


—_——_ 


oa WwW Ww 


4 


‘ 


DE SO PIA. Pe ix 
yp ‘i yy Ar 
WV ey ee _ 
| y of JN Bi go¢€ Soa ae : if 
| A N ‘oa Ly | ee PO eS 1h 
max LMF i ee hy | ? 
A UI WENT 
— iW 
tne | | | —— == 
. st ttm ao 
ee ee B | — ea 
; | ee aan Sy : 7 ¢ se a 
~ omy) OrraRto —— 
r Crossley “Multiple Market” Survey gin aa / | ¢ 
BD of 68,226 Homes Shor: WJZ = $2 Ly ee \' 
pts Larger Audience ™ Outside Area = _ a 
| | of 8,100,000 People . . Morning, IN ar ani 
es Afternoon and Night. kt — Pr. pre) a a 
——— 
| 
ee | . 
een i 4 
ee ae h 
ee | - | — : 


943 


advertising Age, September 27, 1943 


Admen in the 
Armed Forces 


William M. 
Byam, advertising 
manager of An- 
gostura - Wup- 
permann Corpo- 
ration, New 
York, has en- 
listed in the U.S. 
Coast Guard re- 
serve with the 
commission of 
lieutenant (jg). 

Lt. Byam joined 
the company in 
1937 as a sales- 


man and shortly 
Wm. M. Byem afterward be- 
came advertising manager. In 


March, 1942, he was elected secre- 
tary and a member of the board. 

William H. Walling, vice-president 
and treasurer of Rogers-Kellogg- 
Stillson, Inc., New York printer and 
lithographer, has been commis- 
sioned a major in the Army air 
forces. Maj. Walling, who was a 
pilot in the first world war, has 
been assigned to active duty over- 
seas. 

Mabel A. Green, editor of “Let’s 
Get Associated,” dealer publication 
of Tide Water Associated Oil Com- 
pany, San Francisco, has been ac- 
cepted as an officer candidate in the 
women’s reserve of the U. S. naval 


CHICAGO SELECT 
NEWSPAPER GROUP 


Chicagoland's Most Pow- 
erful Advertising Medium 
offers you over 


90,000 
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Greater than the home-delivered 


combined! 


SAVE NEARLY 


25% | 


on this 92-paper 
combination rate 


See our regular listing in 

Standard Rate & Data un- 

der Special Newspaper 
Advertising Services. 


CHICAGO SELECT 
NEWSPAPER GROUP 


54 E. Lake St., Chicago |, Ill. 
Phone ANDover 3311 


reserve. She will leave shortly for 
indoctrination courses at an eastern 
Wave training center. 

Crawford Hall, formerly on the 
staff of Locke, Johnson & Co., To- 
ronto agency, is now a lieutenant 
with the Royal Canadian artillery. 

Clair N. Fishell, sales manager of 
the fresh food division, Pacific 
Coast region of Standard Brands, 
San Francisco, has been commis- 
sioned a lieutenant (jg) in the 
Navy. 

Corp. William B. Hoessli, for- 
merly with the advertising depart- 
ment of E. Kahn’s Sons Company, 
Cincinnati meat paeker, has been 
promoted to sergeant. He is sta- 
tioned at the Tinker Field air base, 
Oklahoma City. 

F. Wallace Prelle, head of F. W. 
Prelle Company, Hartford, Conn., 
has been inducted into the Army 
and assigned to the 939th Engineer 


aviation camouflage battalion. Mr. 
Prelle has closed the agency’s doors 
for the duration and all accounts 
have been transferred to Baker, 
Cameron, Soby & Penfield, also of 
Hartford. 


Issues New Rates 


Fur - Fish-Game, published by 
A. R. Harding Publishing Company, 
Columbus, O., has issued a new rate 
card showing an increase from 50 
cents to 60 cents a line, and a new 
circulation guarantee of 55,000— 
10,000 over the old figure. The new 
rate is effective with the January, 
1944, issue. 


Takes New Quarters 


Robert Winternitz Advertising 
has moved to new offices at 461 
Fourth Ave., New York 16. 


To American Airlines 


Gordon S. Lundgren has been 
appointed assistant to the advertis- 
ing manager and in charge of pro- 
duction, American Airlines, Inc., 
New York. He was formerly with 
Doremus & Co. 


Joins Newell-Emmett 
Janet Breidenbach, 
copywriter with the New Orleans 
Public Service Company, has joined 
the copy department of Newell- 
Emmett Company, New York. 


Quinn Joins Finneran 


Thomas F. C. Quinn, for 12 years 
classified advertising manager of 
the Record Newspapers, Troy, N. Y., 
has resigned to become vice-presi- 
dent of John A. Finneran, Inc., New 
York agency. 


formerly a| 
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Joins Equitable Life 


Ethel M. Pierce, formerly with 
Standard Advertising Register and 
Roche, Williams & Cunnyngham, 
Chicago, has joined the Equitable 
Life Assurance Society’s Chicago 
office. 


Need Help? 


..+ PLANNING, LAYING- 
OUT or WRITING that 
sales booklet , direct mail 
piece, catalog or ad 
campaign ? If you want re- 
roduction - tension 
let me tell you how an ex- 
perienced jand can help. 


HICKORY Hil 


} 


| 
circulation of all Chicago Dailies | 


daily, $1.92 for 


The Tacoma News Tribune to- 
day offers the state's lowest 
open milline rate—only $2.19 
the optional 
evening and Sunday combin- 


Logs - and SALES - are BIG in 
Washington's 
Second Market 


In Tacoma—"Forest Products Capital of the World” 
—big logs aren't news. But news to thoughtful ad- 


vertisers is the Tacoma SALES picture, present and 


future. 


Tacoma-Pierce County offers the state’s 


second highest “Sales Potential,” as ranked by Sales 
Management—plus a POST-WAR potential height- 


ened by wide industrial diversification in the 


electro-chemical, electro-metallurgical and manu- 
facturing fields—as well as further diversification 
of the lumber industry itself. Tacoma is, and will 
continue to be, a “MUST” on every Washington 
State media list! 


ation. The News Tribune de- 


livers more than 55,000 copies 
leads the second 
paper by 50%, in circulation, 
costs only 9°/, more per linel 


daily ... 
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Beardsley to Foley 
Charles F. Beardsley, 


joined the creative staff of Richard 
A. Foley Advertising Agency, Phil- 
adelphia. 


' formerly | 
with Aitkin-Kynett Company, has | 


Molor West 


Automotive}Trade Authority of the Pacific Region 
e 


For 37 Years has been the means 
of Automotive Sales Promotion 
in the Nation's 


Most Motorized Section 


.». the Pacific Far West 


@ Far Westerners have the 
highest average Buying Power 
found in any section of the 
nation. . . 

@ Ratio of Cars and Trucks 
owned per 1,000 of popula- 
tion here exceeds that in any 
other section. 

MOTOR WEST Advertising is the means for 
——? the distribution and sale of 
ervice Parts Shop Tools and Ma- 
chinery . . . Car Accessories . . . Auto- 
mobiles . . . Motor Trucks . . . in the 
Pacific and Mountain States during 1943. 


** MOTOR(WEST PUBLISHING CO. 
823 Rives-Streng Bldg. Los Angeles, Cal. 


; 


Postwar Planning 
Has Its Three-R’s 


Re-evaluation, research, and re- 
education are the three R’s of post- 
war planning, according to a book- 
let which presents this view for 
Wildrick & Miller, Inc., New York. 

The first step for any organiza- 
|tion giving thought to postwar 
planning, it says, is to re-evaluate 
its products in the light of changed 
conditions, expected competition, 
|and probable length and cost of the 
| war. Few companies will escape 
|the necessity of giving more value 
|per dollar as a result of wartime 
|developments which some manu- 
|facturers will incorporate in new 
| products or make improvements in 
|old ones, thus creating new points 
i competition. 

Once products have been re- 
evaluated, two types of research 
should be employed: market re- 
search and product research. Both 
of these projects should be placed 
in the hands of men who are more 
market and sales minded than 
manufacturing minded. Too many 
manufacturers have been out of 
touch with their dealers and dis- 


tributors so long due to the war 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


that they do not know their opinions 
regarding the company’s products 
and their markets. 

The third step is the re-education 
of the public on the merits of the 
company’s products and its policies. 
This is a job which can be done by 
advertising, which tells the public 
what to hope for and what to expect 
in the future. Advertisers who have 
operated on this basis in the prewar 


days have learned that dealers will | 
always stock and sell what the pub- | 


lic demands. 

To wait until the war is over to 
do these things will be costly, says 
the booklet, for the orderly conver- 
sion from wartime to peacetime 
work is a gigantic organization job. 

* * * 


Karl E. Prindle, who developed 
the original method for moisture- 
proof cellophane, has been made 
director of product development of 
The Dobeckmun Company, Cleve- 
land, in an organization realignment 
to facilitate postwar products and 
activities. Ross C. Betts, former 
plant manager, has been made 
director of technical development, 
and Daniel M. Dunn, personnel 
director, becomes plant manager, 


being succeeded by W. E. Heibel, 
assistant promotion manager. 

In announcing the changes, T. F. 
Dolan, president, said: 


from current production problems 
for applied research and investiga- 
tion, are the only sound way we 


ADVERTISERS who have proved 


the effectiveness of 


their advertising messages in the 
medium that gets them the most 
coverage of an important market, 
prefer The Journal. For in Ore- 
gon’s Primary Market, the rich 
Portland Trading Zone 
717,588 individuals—33% more 
people than dwell in all the rest 
of Oregon. Here industrial pay- 
rolls alone top 48 million dollars 


a month. 


And in this rich Trading Zone 


the daily Journal 


of its circulation—21,993 more 
daily circulation than any other 
Portland's 
newspaper keeps pace with the 
amazing Portland market—total 
daily net paid circulation for the 
Mar. 31, 1943 


newspaper, 


six months ending 
was 151,888; the 
average exceeding 


Portland’s Only Afternoon 


IT’S ONLY time to go home in Portland, 
but it’s 8:30 p.m. in New York, and a new 
day is just about to dawn in Europe and 
much of the rest of the world. 


concentrating 


... live 


Portland families are accustomed to 
read all the news of the current day in The 
Journal each evening—world news, na- 
tional news, local news. It’s all in The 
Journal the same day 
to the natural time advantage enjoyed 
only by afternoon newspapers on the 
Pacific Coast. Being first with the news 
in times like these, it is only natural that 


it happens, thanks 


The Journal has the largest circulation in 


delivers 80% 


favorite 


REDS TEAR 
- ue" Mregoh 
on Cw 


~ 


three months 
156,000. 


The 


its history—and that The Journal is today, 
as it has been for years, the preferred 
newspaper in the Portland area. 


Newspaper 


JOURNAL 


PORTLAND, OREGON 


Represented by REYNOLDS-FITZGERALD, New York, Chicago, Philadelphia, Detroit, Los Angeles, San Francisco 


know of preparing for the tremen- 
|dous job of re-employing our people 
|now in the service and of making 
quickly available to industry the 
|improvements in materials and 
| techniques which have grown out of 
| the war.” 


ba 


Extensive advertising in national 
business and trade magazines will 
be part of a $55,000-per-year cam- 
paign to attract new industries to 
San Jose, Cal. The effort will be 
| sponsored by the Chamber of Com- 
|merce and the San Jose Mercury 
Herald and News. The board of 
county supervisors is contributing 
$25,000, the city council $20,000, 
and business leaders have _ sub- 
scribed the remainder. An indus- 
trial engineer will be employed to 
head up the campaign. He will 
divide his time between informing 
eastern companies on the advan- 
tages of San Jose and _ seeking 
methods of building up the indus- 
tries now in the area. 

* of te 


Drastic as well as_ gradual 
changes are ahead in the postwar 
era, says “Postwar Planning,” a 
bulletin-form digest of current war- 
time developments which will play 
an important part in postwar plan- 
ning, just inaugurated by Oakleigh 
R. French & Associates, St. Louis 
agency. One thing is certain, it 
predicts: Those who think of recon- 
version as a transfer back to old 
products, old processes, old mar- 
kets, and old methods of distribu- 
tion will fall far behind those who 
realize that it will mark a transition 
to an entirely new economic situa- 
tion. 


ah cd 


A report on postwar plans of the 
United Nations is being completed 
for The Twentieth Century Fund by 
Lewis L. Lorwin. It will deal with 
the programs each nation is making 
for its own domestic development. 
According to an advance release 
concerning the study, the plans of 
Great Britain and the British Com- 
monwealth of Nations show com- 
mon aims of greater income and 
material comforts for the average 
citizen, enlarged programs of social 
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such as these, of freeing key men| before the war. All British co, 


1943 
| security, and varying steps { varg 
|more government responsibil for 
|and control over the busine and 

“Changes | economic life of each nation tha 
: trie 
\show incredsed awareness of th, 


importance of the United States j, 
their own and the world’s future 


Ebbitts Appointed 


Robert H. Ebbitts Jr. has Deen 
appointed public relations direct, 
and trade representative of Ameri. 
can Aviation Associates, Washing. 
ton, D. C., publisher of Am. 


rica 
Aviation, American Aviation Daj}, 
and other aviation publications. 4, 
| will make his headquarters jr th, 


| Airlines Terminal 


| vork building, New 
ork. 


KEEP 
SMALL TOWN FAMILIE 
Sold on 
Your Products 


for Business 


in the 
FUTURE 


To Influence 
600,000 


Small Town Families 


Use 


and 


and 


employes is 


—all of which 
sumer-market 


reached onlv 
columns of th 


TORONTO IS A 


TORONTO 


| 248,756 pay envelopes 
averaging 31.51 is not “peanuts”... 


to this can be added the pay of about 
twenty-thousand more of the armed 
forces now quartered in Toronto. 


to this can be added the pay envelopes 
of those employed where the number of 


the payroll figures quoted above are 
for payrolls of fifteen or more. 


a large percentage of which can be 


THE EVENING TELEGRAM 


NEW YORK: D. A. CARROLL @ CHICAGO: J. E. LUTZ 


—_————— 


under fifteen — because 


makes a wonderful con- 
in Toronto as of to-day, 


throuch the advertising 
is newspaper. 


“TELEGRAM” CITY 


CANADA 
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Surveys Reveal 
Brand Preferences 
of Middle Class 


new York, Sept. 22.—Describing 
syne middle class market as the most 
nportant one today and quoting 
egyres to prove that middle class 
ywsumers have more spendable in- 
me after tax deductions, Dell Pub- 
‘ching Company this week issued 
‘hree separate annual surveys of 
meties, drugs and homemaking 
»roducts pointing out the great 
rand preferences and the great ap- 
eal of nationally-advertised brands 
, this highly profitable market. 
‘The surveys by the publisher of 
yodern Sereen, Modern Romances, | 
nd Sereen Romances were con- | 
iucted by inserting questionnaires | 
n the magazines which were volun- | 
tarily filled out by 2,053 readers dis- | 
tributed over the country, to reflect 
the trend of brand preferences of | 
the 3,500,000 women readers of | 
Modern Magazines. After results 
vere tabulated by International 
Business Machines Corporation, | 
9000 copies of the “13th Survey of 
Beauty,” 2,000 copies of the “8th 
Survey of Homemaking” and 350 
copies of the “Third Survey of Drug 
Products” were issued to advertis- 
ers, salesmen and readers who had 
requested copies. 

“The, Survey of Beauty,” attrac- 
tively printed and graphically illus- 
trated by detailed charts, makes use 
of data accumulated during the 12 
previous surveys, to provide manu- 
facturers with a sound basis for 
ynalysis and comparison and give 
them facts that will materially assist 
them in determining the status of 
their products today. Special em- 
phasis is given to the “under 30” 
women’s market for cosmetics and 
toilet articles. 


Brand Preferences Shown 


For each product, such as astring- 
ent, powder, cold cream or lipstick, 
the brand preferences by income, 
city size, place of purchase and cost 
are listed. Other charts show per- 
cent naming of all brands by years, 
the use of the product in relation to 
the age of the purchaser, and the 


|local doctor as quickly or con- 


proportionate share of the total,is buying top value for her ration 
market reached by each of the three! points, the “8th Survey of Home- 
leading brands and “all others.” making” covers groceries, household 
Declaring that drug advertisers| products and durable goods. Brand 
must keep American consumers con-| preferences by income, city size and 
stantly informed on available and | age of purchasers are listed for each 
new products since it is no longer | product. 
possible to seek the services of the | 


veniently as before, the drug survey| Artists Aid Bond Sales 
points out that middle class readers Retail advertisers of New York 


then aey other ronding. eprecucts| with the use of almost 200,000 lines 


Charts for each type of drug product | of space in newspapers in support 


are given, showing the percentages | °f the 3rd War Loan drive, featured 


: : : jin their Sept. 23 copy reproductions 
aaa me a brands listed bY | of specially drawn cartoons by 74 
yearly income, by city size, by unit| outstanding New York cartoonists 
ahr paid, and also by the place of) and comic strip artists. Joseph J. 
purchase. _. | Librizzi, deputy manager of the re- 
Showing the value of advertising | taj) sales section of the War Finance 


by stating that familiar brands are| Committee for New York, was the 


the first choice of the American| originator of plan and in charge of 
housewife because she believes she|its operation. 


|New Jersey areas, and Cocoa Marsh | 
|milk booster promoted in newspa- 


39 
Expands Schedule 


roneck, N. Y., will launch an ex-| main 10 3/16 inches. 
panded newspaper campaign for its | 


; depth for a page to bleed top to 


bottom is 11% inches instead of 
Taylor-Reed Corporation, Mama-| 11%. Standard page depth will re- 


food products this fall, with copy 
for Tumbo puddings appearing 2 | 
the New York metropolitan and | 


pers of the New England area. 
Plans for next year are expected to 
include radio and possibly national 
magazines. Tracy, Kent & Co., New 
York, is the agency. 


‘American’ Cuts Depth 


Effective with the January, 1944, 
issue, the trim size of the American 


- unique story of reader response. — 
“Learn why advertisers get such 
Bie, tf i 


| Lame 
| 


Magazine will be reduced 5gths of | 
an inch in depth—the new meas-| 
j}urement being 8% inches wide by 
11 inches deep. The new plate 


TOOL & DIE JOURNAL | 


Which state-wide advertising medium helps to sell the most goods for 
you? PLEASE CHECK (x) ONLY ONE. 


( ) Large Daily Newspapers. ...Which one?......... 

( ) Radio Stations. ...Which ome? o.com 

( ) Outdoor Billboards. ... Which compat? .....0...ccc0o:csnnennsnnnnemenmnnneein 
( ) Farm Papers....Which one?..... 


(You need not sign unless you wish to) 


EYS 


KPAB Canis 
KGBS 
HARLINGEN 


Primary coverage of four prosperous 
markets in one, at small cost. That, 
wrapped up in one package is what 
this great combination gives you. 
Your account handled by each station, 
working closely with retailers and 
wholesalers in each area, plus max- 


mum coverage of the entire, rich 
South Texas market in one bundle! 


4 Stars on Your Profit Horizon 
* KMAC «© San Antonio 
“KEYS + Corpus Christi 
*KGBS «© + Harlingen 
*“KPAB © «© © Laredo 


* 

MORE Write, Phone o, 
PRIMARY ire Collect 
)VERAGE for Market 
OF THIS nformation, 

+4 MARKET . — 
‘AN ANY — 
OTHER 
TATION 

OR 
GROUP 

2 


(COWARD W. DAVIS 


ATIONAL BANK OF COMMERCE BLDG. 
SAN ANTONIO, TEXAS 


IOWA FEED DEALERS 


ALSO PREFER WHO! 


| 
| 
| 


@ We've already told you, in these pages, 
about the advertising-media Preference 
Surveys made in this State by the lowa 
Retail Grocers and Meat Dealers As- 
sociation, and the lowa Pharmaceutical 


Association. 


Now comes another similar Survey— 


made among lowa FEED DEALERS. 


Among those feed dealers who answered 


7 


’ the questionnaire, the vote for various 
types of media was as follows: 


Prefer Billboards . 0.0% 
Prefer Newspapers 6.7% 
Prefer Farm Papers 10.8% 
Prefer Radio 82.4% 


Among the 82.4% who named Radio, 
WHO was preferred by 68.6% of the 
voters. No other single medium, in any 
category, was mentioned by more than 
9.8°) of the voters. WHO received nearly 
six times as many votes as the first farm 
paper—over seven times as many as the 
second-choice radio station—mere than 
thirteen times as many as the leading 


newspaper ! 


Let us send you the complete Survey. 


Write—or ask Free & Peters! 


jor IOWA PLUS! 


DES MOINES .. . 50,000 WATTS 
B. J. PALMER, PRESIDENT 
J. O. MALAND, MANAGER 
FREE & PETERS, INC... . National Representatives 
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Wider Joins KMOX 


William M. Wider, a member of 
the advertising department of Hyde 
Park Breweries, St. Louis, for the 
past eight years, has joined the 
sales staff of Station KMOX of the 
same city. 


Remember a most successful 
Women’s Specialty Store that 
stepped its lineage up from 


9,600 lines in 1926 


To 
347,161 lines in 1942 
in the daily edition of the 


No Freaks for 
Postwar Homes, 
Campaign Warns 


Chicago, Sept. 24.—Stressing the 
fact that the low-cost postwar home 
will not be of “freak” design but 
will embrace new improvements. 
installations and construction meth- 
ods, an extensive newspaper cam- 
paign to inform the American 
public on the actual situation re- 
garding low-cost housing after the 
war will be launched Monday by 
Practical Builder, trade publication 
serving building contractors and 
building material dealers. 

The schedule, placed by Hill Ad- 
vertising, New York, includes 900- 
line advertisements in New York, 
Chicago, Pittsburgh, Detroit, Min- 
neapolis, Washington, Cleveland 
and Buffalo papers. 

The campaign is designed primar- 
ily to offset the widespread public 
impression that the so-called “mir- 
acle home” of postwar America will 
be radically changed in outward 
appearance. If this impression per- 
sists, according to top executives 
in the building field, and the public 
decides to wait several years until 
such a freak home is available, the 


$30,000,000,000 of postwar construc- 
tion estimated for the 10 years after 
the armistice will be disastrously 
delayed with resultant unemploy- 
ment, lack of adequate housing fa- 
cilities, and a consequent threat of 
a new depression. 


Survey Show Big Market 


That America is planning to build 
extensively immediately following 
the end of the war is evidenced by 
the recent survey by the U. S. 
Chamber of Commerce which 
showed that 1,540,000 families in- 
tend to buy homes within six months 
after the war, creating a postwar 
market for $7,184,800,000 worth of 
homes. 

Headlined “Ready Now, Today— 
the $30,000,000,000 ‘Miracle Home’ 
of Postwar America,” the Practical 
Builder advertisement points out 
that building contractors and build- 
ing material dealers throughout the 
country are ready to construct the 
postwar homes as soon as war re- 
strictions are removed. The new 
homes will contain improvements 
undreamed of before Pearl Harbor, 
but, the advertisement warns, “the 
one looked-for change in your post- 
war miracle home which we tell 
you will not take place is Change in 
Appearance.” 

“Do not expect this $30,000,000,000 
miracle home to resemble, even re- 
motely, the weird freaks and fu- 
turistic monstrosities you see pic- 
tured,” the advertisement says. 
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NUTRITION MESSAGES 


peelings, in little water and only till tender. 
4. Use every scrap of left-over food. Waste 
no fats. 
5. Serve correct portions. Not too 
so that each meal. 


on 

“) by teh te ategatinoan © £ wY 

ration points. Serve some raw. Cook others in * 
Oy 
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BREAKFASTS WIN BATTLES 


‘ 

' 

' 

' 

! 

' 

Get a good start each day with a breakfast that will stick ' 
to your ' 
Your work, your health, your morale is a vital part of ' 
our all-out war. ' 
So it's up to you to help win our daily homefront battle ' 
by eating right . . ' 
A hearty breakfast “fuels up” your body after a good ' 
night's rest has completed “repairs.” A light breakfast ' 
makes your body soon draw on its reserves of strength ' 
.. which you must save. ' 
Your day is as good as your breakfast. Make your ' 
breakfast good .. . and big! Be sure it includes fruit, ' 
cereal or egg or both, milk, and toast. . 


. to work right. 


ial 


NUTRITION 


FOR ADVERTISERS’ US 
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HOW TO FEED A J08 


Be sure your three square meals mciude 
Some fresh fruit and some whole-grain food. 
milk and milk-rich cheese 

Keep you resistant to disease. 
vegetables keep you keen, 

Daily eat at least one that's green. 

Eag some butter or margarine, 

You tire too fast if you're too thin. 

Once a day eat a hearty dish, 

Meat or poultry or eggs or fish. 

It's smportent that you eat right 

To help us win our home-front fight! 


EXPLORATIONS IN TASTE 


When usual foods are scarce . . . try new foods. 
America has lots of eating “habits” . . . many of th. 


America has lovs of foods that are abundant ma 
of them very ...and very good for you. Try rh. 

Explorations in taste help you make the most of \+; 
overs, too. A little imagination and a little seasoning _. 
make a delicious meat and vegetable pic. 

Use all you can of more abundant foods. Use ev. 
serap of left-over food. For food is « weapon. Us 


wisely! 


tae] 


NUTRITION 


The national nutrition program is featured in these four copy blocks prepared by 

the Magazine Marketing Service in cooperation with the War Advertising Coun. 

cil for advertisers’ use in their own copy. To aid the “war message in every ad” 

program, these pieces of copy may be — in any typographic style or form 
desired. 


“Even if these monstrosities did ex- 
ist—and except in the inflamed im- 
aginations of magazine writers, they 


WOMEN’S GROUPS ive you 


Twice As Many Young 
Married Women Per $ 


Yes, from 110% to 113% More Per $ Than 
General Monthly or Women’s Service Magazines. 
But —EQUALLY Important: These Young 
Housewives are WAGE EARNER Housewives. 


It’s an old and profitable axiom that young housewives 
make the best targets for most advertising. They’re forming 


brand habits—they’ve more buying years ahead of them. 
But take a long look, today, at a special kind of young 
housewife—the young Wage Earner housewife! 


This is Mrs. Betty Reese, wife of Grant Reese, 
machine operator, of Elmira, New York. These pho- 
tographs were taken during the course of one of the 
continuous investigations among young Wage Earner 
families that help keep Macfadden editors aware of 


She holds the purse strings in the families with “new 
money,” she’s seeking out better products. And as she 


buys...the competitive ranking of your brand moves— 


up or down—depending upon just how well your ads have 


succeeded in reaching her. 


When your ads run in Women’s Groups—you take the 
guesswork out of reaching young Wage Earner housewives. 
Women’s Group magazines are specifically aimed at exactly 
this kind of woman—reach two and three times as many 
of them as do other, older women’s magazines. Macfadden 
Women’s Group Advertisers enjoy this specific kind of 


coverage— 


Influence gives your story a head start. 


For example 


and you're influenced 


when a trusted friend gives 
you advice about your purchases, you listen 
And influence is 
what Macfadden Women’s Group can give 


Group magazines you share in the confi- 
dence these magazines have built. 

Time has been a big factor in building 
this influence, which your ads should have. 
That’s why it’s significant that Macfadden 


‘*Baby’s ration book gives us lots 
of extra points,”’ says Betty Reese. 


‘*On our evenings at 
home Grant likes me to 
help himwith the crossword 
puzzle,” Betty told us, “but 
I'd rather relax with a 
copy of True Experiences. 
It's fascinating to read 
how the girls in the stor- 
ies solve their personal 
problems.”" 


' PART OF 
to your ads Women’s Group is in its 20th year—for the N hg 
The five magazines in Macfadden past ten years with the same five solid, in- Pont ae 
Women's Group are trusted friends... to fluential magazines. SS Zo — 
whom their readers turn each month for No other group approaches this solidity. Fiza — 
help and advice, as well as pleasure. And Nowonder advertising revenue for fallissues 3 —— ~3 “4 
when you advertise in MacfaddenWomen’'s _ has broken all records. > WAGE EARNER PS 
ea AMERICA Sy 
CC ce 
ARTER 


EDITED FOR YOUNG HOUSEWIVES IN WAGE EARNER FAMILIES 


Macfadden Women's Group 


AMERICA’S OLDEST, MOST STABLE WOMEN'S GROUP 


2 


< 
Ay 


their habits—close to their problems. 


“I get all kinds of tips on 
things tocook and how tostretch 
ration coupons from the articles 
in True Experiences,"’ she says. 


Grant is never too 
tired for a play session 
with Ronnie. No won- 
der, the baby looks so 
happy and well cared for. 


10" “2 \ 
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emphatically do not—your common 
sense would warn you away.” 

The newspaper campaign, accord- 
ing to Weston Hill, president of Hil! 
Advertising, will be heavily supple- 
mented with national publicity, 4 
special campaign to enlist building 
contractors from coast to coast t 
tie in with the effort, and a large 
sales presentation to be shown t 
top executives and _ advertising 
agencies in the building material 
industry. 


CBS Transfers Kemp 


to Detroit as Manager 


Arthur J. Kemp, Pacific Coast 
sales manager for Columbia Broad- 
casting System, will become man- 
ager of the network’s Detroit office 
Oct. 1. George L. Moskovics, West 
Coast sales promotion manager, will 
succeed Mr. Kemp on the Coast. 

Harry W. Witt, KNX sales man- 
ager, becomes executive assistant t 
Donald W. Thornburgh, vice-presi- 
dent of the CBS Coast division, and 
is in turn succeeded by Arch Mor- 
ton, now national sales service di- 
rector for CBS. Charles Morin, 
manager of the CBS San Francisco 
office, shifts to New York as eastern 
sales manager for Columbia Pacific 
Network, and is_ succeeded by 
Wayne Steffner of the San Fran- 
cisco sales staff. 


Bassler with ‘Pathfinder’ 


Following acquisition of the Path- 
finder by Graham Patterson, pub- 
lisher of Farm Journal, George B. 
Bassler, western manager of 
Pathfinder, has joined the company’s 
Chicago office to specialize on his 
old paper. He has been identified 
with Pathfinder for many years 
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nd Scrap Campaign 
Kigrts Oct. 1; Ask 
tocal Ads’ Aid 


washington, D. C., Sept. 21.—A 
cond national steel scrap cam- 
jgn to gather a minimum of 15,- 
99.000 tons of metal for “metal- 
irgica blood plasma banks” has 
een announced by WPB Chair- 
man Donald M. Nelson. The cam- 
yaign will run for a month and a 
half beginning Oct. 1. 
‘Even though the steel salvage 
fort nas again been endorsed by 
rhe steel industry and scrap deal- 
rs, no industry funds have been 
»rovided for an advertising effort 
to support the drive. Last year, 
through the American Industry Sal- 
vage Committee, $2,500,000 was 
spent for promotion. This year’s 
jrive will be primarily a govern- 
ment campaign, with local salvage 
committees and school children 
partic pating. . 

Although no paid space is con- 
templated on a national scale, the 
-ampaign envisages cooperation 
from the ANPA, Farm Press Sal- 
vage Committee, Business Press In- 
iystrial Scrap Committee, National 
Industrial Advertisers Association 
ond National Editorial Association. 
WPB is suggesting that local sal- 
vage committees ask local adver- 
tisers to feature scrap banks in 
their paid newspaper space. 

The victory scrap campaign is 
necessary, WPB feels, because mills 
nd suppliers have only two months’ 
nventory of scrap on hand. Fear 
ff this situation, plus losses from 
oal strikes and threats of future 


al shortages, prompted the cam- 
paign. 

Last year, WPB pointed out, sup- 
plies were so low that Mr. Nelson 
appealed to newspaper publishers 
or a campaign that delivered mil- 
lions of tons of extra scrap. With 
roduction of iron and steel rapidly | 
ncreasing, WPB said a ready scrap | 
upply for the winter months must | 
available. | 

Four branches of the WPB sal- | 
age division will cooperate in the | 
rogram. These are: general sal- | 
ge branch, reaching farms, homes, | 
and retail establishments; indus- 


trial salvage branch, dealing with 
industrial and manufacturing plants, 
military and federal agencies; scrap 
processors branch and special pro- 
jects branch. 

Industry is expected to provide, 
through the industrial salvage 
branch, nearly 10,000,000 of the 
minimum 15,000,000 tons sought, 
with its staff of nearly 600 and com- 
mittee of about 7,000 top industrial- 
ists. This organization reaches into 
every community. 


Falk Appoints Petri 

Charles A. Petri, formerly sales 
promotion manager of Red Star 
Yeast and Products Company, has 
been appointed advertising man- 
ager of the Falk Corporation, Mil- 
waukee. He succeeds Ralph H. 
Deihl, who has joined the Army air 
forces. 


Continues Support 
for Men‘s Wear 
Apparel Industry 


New York, Sept. 22.—The Ameri- 
can Weekly, which undertook a new 
promotion drive earlier this year to 
stimulate business for men’s wear 
retailers during the spring and 
summer, has launched its third 
major campaign designed to ac- 
quaint both dealers and consumers 
with the changing conditions in 
buying and selling in a wartime 
economy. 

Adhering to the original theme, 
“Better Appearance Means Better 
Morale,” the new campaign in be- 
half of the men’s apparel industry 
calls for practically the same list of 


promotional material used in the 
earlier drive. Color pages in four 
leading men’s apparel publications 
spearhead the program, backed by 


tion. 


manager of the Chrysler Corpora- 
Ward Canaday, board chair- 
man, will act as chief executive 
until a formal appointment is made. 


consumer bulletins in The Ameri- 
can Weekly furnishing information | 
on how to buy and care for fall | 
and winter clothing. | 

Display material in full color, | 
counter cards, store selling hints | 
and newspaper mats are again) 
offered men’s wear dealers free of 
charge. 


Resigns Willys-Overland 
Joseph W. Frazer, president and 
general manager of Willys-Over- | 
land Motors, Inc., Toledo, has 
resigned, effective Sept. 30. He 
became head of the organization in 
1939, having previously served as 
vice-president and general sales 


ae 
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SEATTLE ... home of the “Flying Fortress” 


Seattle is Boeing’s home town. Boeing’s success is 
an outstanding example of American enterprise. 
Boeing began building aircraft here in a little shop 

in 1916—pioneered the design of large transport 
planes and transoceanic Clippers. Long before this 
war Boeing was a thriving Seattle industry. It will 
continue to be an important part of this great city 
long after the famous Flying Fortresses cease fir- 


ing. Boeing has this to say: 


“Boeing engineering embraces more than 25 distinct 
fields, so diverse as refrigeration, aerodynamics and 
metallurgy. Tomorrow you can look to Boeing to 

bring you interesting products of unusual merit... 


and can be sure that anything ‘Built by Boeing’ is 
bound to be good.” 


ag 
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)MAHA+ 
33 COUNTIES © 


HNJ.GILLIN, JR..PRES. 
MM BLAIR ECO. REPRESENTATIVE — 


SEATTLE isa solid city—based on solid 
enterprise like Boeing and an amazing 
wealth of natural resources. Remem- 
ber this when you consider the Seattle 
market! Most people read The SEAT- 
TLE TIMES. It is the preferred news- 

" paper in 7 out of 10 Seattle homes. 


HEAD AND SHOULDERS 4 
THE 


ABOVE ALL SEATTLE PAPERS 


Searrie Times 


Seattle, Washington 


Represented by O’Mara & Ormspeet, Inc., New York, Chicago, San Francisco, Los Angeles 
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Two Join Budd 


John V. Conger and L. Adams 
Graham have joined the sales staff 
of the John Budd Company, news- 
paper representative, New York. 


— Cover this rich © 
— 4} billion dollar — 
post-war market — 


Business Promotion 


: MAGAZINE _ 
manufacturers of quality 
monthly coverage of the nation’s 


, monthly. contact with | 


now throu 
BUSINESS 
PROMOTION 
Magazine. 


formation. — 
BUSINESS 
PROMOTION 


Mdse. Mart 
Chicago 54 


64% of Families 
Plan Purchase of 


Major Articles | 


Washington, D. C., Sept. 23.—)| 
More than half of America’s fami- | 
lies would purchase one or more} 
major articles within six months if 
the war were to end tomorrow, pre- | 
liminary figures of the third prog- | 
ress report of the U. S. Chamber of 
Commerce’s consumer survey of 
postwar needs indicate. 

The exact number, according to | 
the report, is 64%, a sharp increase | 
from the 53% revealed in the sec- | 
ond progress report six months ago. 

These consumers would provide 
a $3,307,500,000 market for family 


automobiles; $1,215,910,000 for ma-| 
jor household appliances; $711,410,- | W€ . ; ’ 
| Winton Jr. will continue as presi- 


000 for household furnishings and 
$7,184,800,000 for a housing boom. 
More than 3,500,000 families will 
want new cars, the survey shows, 
while demands for mechanical re- 
frigerators, washing machines, 
stoves, vacuum cleaners, radios, 
sewing machines, and electric irons 


will run from 1,000,000 to 2,500,000 | 


for each item. The survey indi- 
cates plans of 1,500,000 families for 
each of the following household 
furnishings: living room, dining 
room and bed room furniture, rugs, 
carpets and linoleums. i. 
According to the U. S. Chamber 
of Commerce figures, 1,500,000 fam- 


ilies want to build homes, more 
than 80% in the range from $3,000 
to $10,000. Large numbers of others 
will redecorate the interior of their 
homes, put on new roofing and 
paint the outside, and make other 
repairs. 

The report says 81% of U. S. 
families are accumulating money in 
some form of saving or investment, 
although only 61% are accumulat- 
ing funds in spendable cash for 
postwar buying. 


WLOW Names Officers 


At a recent meeting of stockhold- 
ers of the Independent Merchants 
Broadcasting Company, operator of 
Station WLOL, Minneapolis and St. 
Paul, Charles J. Winton Jr., David 
Winton, Ralph L. Atlass, Virginia 
Mittendorf and E. S. Mittendorf 
were elected directors. Charles J. 


dent of the company and Mr. Mit- 


|tendorf as general manager of the 


station. Fred F. Laws has been ap- 
pointed sales manager. WLOL is a 
basic mutual affiliate. 


Starts New Drive 

Park & Tilford, New York, has 
released a new fall advertising 
|drive on its face powder, perfumes 
|and lipsticks that is double last 
|fall’s. The American Weekly and 
| 56 daily newspapers in 51 cities will 
|be used. Ad sizes range from 210 
| to 150 lines. Charles M. Storm 
Company, New York, is in charge. 


Pesco Adopts New 
Name; to Launch 
Trade Press Test 


Cleveland, Sept. 24——Pump Engi- 
neering Service Corporation, an- 
nounced this week that, effective 
Oct. 1, it will discard its name in 
favor of the streamlined Pesco 
Products Company. The change will 
not affect present personnel nor its 
affiliations with the parent com- 
pany, Borg-Warner’ Corporation, 
Chicago. 

President R. J. Minshall, in an- 
nouncing the change, explained that 
the older name was_ frequently 
garbled on mail addressed to the 
company, and that since Pesco—the 
trade name for the aircraft pumps 
and accessories manufactured by 
this concern—is far better known 
in the industry, it is only logical to 
incorporate Pesco into the firm’s 
official name. 

S. E. Voran, advertising manager 
of Pesco, also said that a new pro- 
motional campaign is being planned 
with the help of Fuller & Smith & 
Ross, the company’s agency, to ad- 
vertise Pesco’s unusual development 
facilities which will be made avail- 
able to wider: fields after the war. 
At the outset, the new program, 
which will be in addition to Pesco’s 
current four-color institutional cam- 


paign, will be conducted on a test 
—*, 


History as it happens 


Some day. when we can look backward 
at this war, it will be realized, even 
more than now, that The Press has han- 
dled with credit its toughest assignment. 

Paced by newspapers of highest in- 
tegrity, The Press has maintained and 
promoted reader confidence by its 
forthright reporting — dispelled con- 
cern that war news, as in the dictator 
countries, might be unreliable. With 
its reporters and its news analysts 
everywhere, it has pictured scope and 
progress, as well as isolated action 
given shape and form to world events 
without parallel. 


Co-operating wholeheartedly with 
Government and its agencies, The Press 
also has played a vitally important role 
in the adjustment of civilians to war- 
It has 
helped keep them in touch with the 


time trials and restrictions. 
boys in uniform. It has cheered them 
to prodigious output of war essentials, 
It has eased the road of rationing. It 
has helped salvage waste metal and 
waste fat. It has helped sell Bonds 
and Stamps. In countless instances, it 
has helped organize individual effort 
into community effort; multiply it into 
national effort. 


Like many another business and 
industrial concern, The Press of the 
United States is shouldering with cour- 
age and understanding its shortages of 
manpower and materials, In many, 
many ways, it is helping win the war, 
as well as report the war. 

In war and in peace, The Evening 
Bulletin is the informant of 4 out of 5 
Philadelphia families. Its daily cir- 
culation exceeds 600,000. It is Phila- 
delphia’s leading newspaper 


has been 
the leader for 38 consecutive years, 


*Buy more War Stamps from your newspaper boy 


In Philadelphia—nearly everybody reads The Bulletin 
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NEW WHISKY PRICES 


Whiskey prices ir e 
Name of city 


‘There is © nation-wide shortage of That's why there lent on. 
whiskey ey to meet the 


‘The whukey now on hand in 90 
sense « “reserve.” 


edjustments m 1945 
The official OPA prices 


. 
M making only elcabol for war are as follows 


: Canadian Cl 


Seenght Berton Whiskey x | bd ‘ov 
90 preet. 4 veer att “ss 
ua = 


Ltt adel 


TEN HIGH Bourbon 


06 preet 4 year att a, ri 


ores Ore ree 


There will be times when your dealer cannot furnish the 
brand you request. But in fairness to him, please be patien: 
and remember that the whiskey shortage is real... due ix 
the war work of the distilleries. 


Hiram Walker & Sons Inc, Peoria, Minois 


In newly released advertisements appear. 
ing in all major cities in open states 
| where prices are acceptable by state 
| law, Hiram Walker is featuring the new 
ceiling prices adjusted by the OPA. Ad. 
vertisements in local markets will carry 
only the brands available in those mar. 
kets. 


basis, going into trade publications 
in five or six new fields. 

With an extensive staff of engi- 
neering specialists and an outstand- 
ing experimental laboratory, Pesco 
believes it is admirably equipped t 
offer a unique development service 
hitherto unavailable, to new fields 
after the war. Various new prod- 
ucts, which are said to promise high 
standards of performance in their 
respective applications, are under- 
going exhaustive tests. 


Quality Bakers Launches 
15-Minute Radio Show 


The Quality Bakers of America 
has launched a new radio show in 
60 cities designed to help the Ameri- 
can grocer solve some of his war- 
time problems. Titled “Sam Adams, 
Your Home Front Quartermaster,” 
the 15-minute show will be backed 
by extensive local newspaper ad- 
vertising placed individually by 
members. The station used in each 
city will be selected by the member 
there. 


—the direction \ 

aim your message, ° 

mean. Have you e’ 

talked exclusively to 

roup of people w' 
work with their hands? Then you kno» 
it's an art to appeal to them in th: 

own individual way. And you kn: 

how quickly, generously they respor 
when you subtly touch the emotion 

chords of these "salt of the eartt 
folks. 


That's the secret of our “DIREC 
TIONAL PROGRAMMING" — pe 
fected over the past 22 years—aime 
exclusively at the great 70°, mass« 
who work with their hands. It's you 
to test for proven VOLUME Ri 
SPONSE—at exceedingly modera’ 
rates. For examples that tell a p 
tent story, WRITE— 
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Moloney Elected 
President of 
NRA of New York 


(Picture on Page 59) 

York, Sept. 21.—Herbert W. 
y, Paul Block and Associates, 
ected president of the News- 
Representatives Association 
- York at its annual meeting 
st week at the Hotel Lexington, 
~jeceeding George R. Katz, Katz 
Agenc} 
In 
gathe! 
Molor 
tion ! 
mote 


New 
Molo! f 
as © 
aper 
f Ne 


brief address to the luncheon 
ng following his election, Mr. 
y asserted that the associa- 
today strongly united to pro- 
the maximum use of the 
newspaper medium and to render 
aluable help and cooperation to 
dvertisers. 

Other newly elected officers are: 
frank H. Meeker, Osborn, Scolaro, 
Meeker & Co., vice - president; 
Gerald B. McDonald, Williams, 
Lawrence & Cresmer Company, sec- 
etary; and Herbert Hatfield, Rey- 
nolds-Fitzgerald, treasurer. 

Members of the executive com- 
nittee are: George R. Katz, Katz 
Agency; Thomas W. Walker, Saw- 
ver - Ferguson - Walker Company; 
Leslie H. Brownholtz, O’Mara & 
ymsbee; and Roderick W. Matte- 
n, Story, Brooks & Finley. 

Continuing as members of the 
executive committee under unex- 
pired terms are Herbert W. Beyea, 
Rodney Boone Organization, and 
Don D. Patterson, Scripps-Howard 
Newspapers. 

The New York group also elected 
Mr. Moloney as vice-president of 
the American Association of News- 
paper Representatives, and Mr. Mc- 
Donald as secretary of the national 
rganization. Will T. Cresmer of 
Williams, Lawrence & Cresmer, was 
elected president of the national 
association in Chicago last week, 
and Fred F. Parsons, Ward-Griffith 
Company, was named treasurer. 

Directors of the national associa- 
tion now include Monroe H. Long, 
Branham Company, New York; 
Leonard L. Marshall, John B. 
Woodward, Inc., New York; Ray H. 
McKinney, J. P. McKinney & Son, 
New York, who is retiring president 
of the association; Elmer E, Flagler, 
New York News, Chicago; Arba J. 


ADVERTISING TRENDS serves a 
roup of leading advertisers and 
gencies in the exchange of tested 
nd successful ideas. Reports new- 
st Merchandising and Advertising 


{ New Products, Merchandise, In- 


ons, Post War, and Foreign Ads; 
tt copy and lay-out ideas. 


We over two hundred 
newspaper, consumer 
agazine, and business paper ads 
ach month. Ideas that cost over 
ve million dollars to create and 
ADVERTISING TRENDS 
the 26th, contains 


digest 


ach month, edited into over 150 
‘assifications a year. 


‘ish at the special introduc- 
rice of only $7.50 per month. 
irst issue does not meet with 
tpproval we will cancel all 
res. The experience has been 
ou will gain many times this 
investment.—Try us out to- 


Ou 
har 


CC ee ee ee ee ee ee ee ee ee ee 
VATIONAL RESEARCH BUREAU, INC. 
) No. La Salle St., Chicago, Il. 


mi us “Advertising Trends,’’ until fur 
on your special trial offer 


ONAL RESEARCH BUREAU, INC. 
N.LA SALLE ST., CHICAGO 10, ILL. 
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Irvin, John B. Woodward, Inc., Chi- 
cago; Frank H. Meeker, Osborn, 
Scolaro, Meeker & Co., New York; | 
Clarence A. G. Kuipers, Burke, | 


|G. E. Appoints Three 'Heads New Department | 


to Electronics Posts | eae S. a oo Station. | C. T. Lucy, general manager of 
. : ; yn ; pringfield, ass., since| WRVA, Richmond, Va., was elected 
Kuipers & Mahoney, Chicago; Geil | asmeane ~ ec Speer 5000s | 1008, and since 1941 assistant pro-| chairman of CBS Affiliates Advisory 
A. G. Ruthman, Gilman. Nicoll &}},... : os IvISION,| gram director, has been appointed | Board at a recent meeting of th 
Ruthman, Chicago , |has been appointed general sales| head of the station’s newly organ-| board held in New York ; 
—— |manager of the electronics depart- | jzoq publicity department. » % . : 
Eddy Adds ‘C. E.’ 


ment of General Electric Company, 
Schenectady. ° ee 
Glenn H. Eddy, Chicago, has been| George W. Henyan, former man- Cornish Joins Mathes 
appointed midwestern representa-|ager of transmitter and tube; William A. Cornish has joined (( 
tive of Civil Engineering. He will) sales, has been named assistant to| J. M. Mathes, Inc., as assistant to 
continue in the same capacity for|the vice-president of the depart-| Wilfred S. King, director of the 
Mechanical Engineering and ASME|ment, and V. M. Lucas, who has|agency’s radio and motion picture 


Lucy Elected Chairman 


Wee aR 
THE MAGAZINE 
MOST WANTED 


Mechanical Catalog, but will no | —_ in charge of the transmitter | department. He was formerly with 
longer represent Electrical Engi-|division’s government business, has|the William Morris agency and 
neering. _been appointed manager of the gov-| prior to that operated his own BY HEADS OF BUSINESS 


/ernment division of the electronics | agency. 


Rogers Joins OSS | department. —icipanint Choose the a 
M. Robert Rogers, who left the|, , ao. ‘Newman Joins L&T 
editorship of Click to go with the | Joins Goldman & Gross | Sheldon B. Newman, western Leader... 


Office of Price Administration as G. Don Ball, formerly art direc-|manager of William J. Morton 
campaign manager, has joined the|tor of Burton Browne, Inc., has| Company for the past 15 years, has | 
Office of Strategic Services, Wash-| been named art director of Gold-| joined Lorensen & Thompson, pub- | 
ington, D. C., as an editor. 'man & Gross, Chicago. lishers’ representative, Chicago. 


WE’RE PLEASED... 


to win the top award in THE BILLBOARD'S 
Sixth Annual Radio Publicity Survey among the 


Clear Channel stations. 


BUT WE’RE EVEN 
MORE PLEASED... 


about the reasons the award committee gave for placing 
WGN first... “At final analysis, WGN came out on top 

by virtue of its ability to grab space outside of its primary 
service area, its promotions, its knack of translating publicity 
and promotion into effective point-of-sale bally. WGN’s 
publicity during 1942 was designed to benefit station, 


clients. personalities, network (MBS) and radio in general.” 


A Clear Channel Station 


CHICAGO “> ILLINOIS # 
>, 720 KILOCYCLES \- 


EASTERN SALES OFFICE: 
220 E. 42nd Street, New York 17, N. Y. 


PAUL H. RAYMER CO. 
Los Angeles 14, Cal.; San Francisco, Cal. 
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Brown Joins Wolfe 

Clifford S. Brown has joined 
Ralph L. Wolfe & Associates, De- 
troit, as art director. 


Collins, Miller & Hutchings 


Photo-engravers in Chicago 


207 North Michigan Avenue 
Franklin 9854 


| 
| 


Vitamin Goods 
Draw Fire from 
Columnist Pegler 


New York, Sept. 21.—Critics of 


| the “package- -goods vitamin” were 
| joined this week by columnist 
| Westbrook Pegler, who believes 
|that Americans, as well as their 


British cousins, “are suckers ever 
|for two-bit miracles in convenient 
sizes” and spend enough on them to 
|pay up all their old doctors’ bills. 

Mr. Pegler, who not so long ago 
described the plight of the wartime 
advertising copywriter who must 
|urge consumers not to buy (AA, 
| July 12), centers his fire on radio 
advertising of vitamin products. In 
|his Sept. 16 column in the New 
| York World-Telegram and other 
newspapers throughout the country, 
he also attacks such things as vita- 
min fortified bread, vitamins “in 
chewing gum (not identified) or 
milk formulas,” headache remedies 
and “hangover cures disguised as 
something for acid digestion.” 

Journalism, with proddings from 
the Department of Justice, helped 
to abolish home diagnosis and mail 
order therapy by rejecting accounts, 
he recalls, and the people enjoyed 
a period of tolerable health “which 
lasted until the discovery of the 
package-goods vitamin, at swhich 
point the public health rate appears 
to have gone over a cliff.” 


Mr. Pegler offers his testimony, 
“contrary to the wheedlings of 
many earnest high-pitch men, oper- 
ating from the radio tailboard,” that 
he has tried vitamins and discov- 
ered that they didn’t make the 
slightest difference in his energy 
or pep. 

Fortified bread, said Mr. Pegler, 
“is the worst travesty on the staff 
of life that ever was devised to 
mock men’s honest hunger.” If 
millers would refrain from murder- 
ing the life of flour, he added, it 
wouldn’t be necessary to attempt to 
revive it. 


Park Joins S&M 


Constance W. Park, formerly 
advertising director of Chas. A. 
Stevens & Co., Chicago, has joined 
the staff of Stubbs and Montgom- 
ery, Inc., Chicago advertising and 
fashion promotion concern. She 
will work with manufacturers in 
coordinating advertising, styling, 
and merchandising problems. 


Joins Benton & Bowles 


David B. Shaw has joined the 
radio commercial department of 
Benton & Bowles, New York. Prior 
to entering the agency field, Mr. 
Shaw wrote, directed and produced 
radio programs for Warner Brothers 
Pictures, and before that headed 
Buchanan Radio Productions, Phila- 
delphia. 
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Nose against the window and a penny in his hand 


Here's a momentous decision in the making. The 
stage is set 


(]) 


dow through which to view it. 


the elements of sale brought into 
focus, There’s the merchandise. (2) A win- 
(3) A budding 
Croesus with dough and an irrepressible urge 


to spend it. 


From toddling days, through the years of maturity, 
human reactions to the psychology of advertising 
and selling undergo little change. For applying it 
en masse, Detroit offers one of the largest, richest 


and most compact fields in the world. 
Here, 
and a half people with buying responsibilities or 
*: mak- 


when the 


excluding the infant population, a million 


noses to the window’ 
of what they 


The 


inclinations have their “ 


ing mental note will buy 


THE 


This goes for the 


person, 


“windows” 


tisements which can be accepted, 


theless invites your message in 


war's end arrives. 


More than 550,000 are high-earning war-factory 


workers who carry home weekly over $32,000,000. 


immediate needs of home and 


and for War Bond savings to build up a 


mountainous buying power for the future. 


Each weekday 


THE NEWS. provides 
(Sundays 479,000)* through 


392,000 


which 


your present or future product can be shown and 
told about—economically. Though newsprint scarc- 


ity has placed some limitations on the size of adver- 


The 


available 


News, never- 


space so 


that Detroitets will know you or your product when 


peace comes. 


Detroit News 


HOME NEWSPAPER 


Owners and Operators of Radio Station WWJ and W45D-FM 


"A. B. C. Week-day Circulation, 392,148 
DAN A. CARROLL, 110 E, 42nd Street, New York 17 


Sunday Circulation, 479,474 
J. E. LUTZ, Tribune Tower, Chicago 11 


Clipsheets, Idea 
Kits Readied for 
Newspaper Week 


Washington, D. C., Sept. 21.— 
Newspapers throughout the coun- 
try will observe their annual Na- 
tional Newspaper Week Oct. 1-8, 
using the slogan, “A Free Press and 
a Free People—an Unbeatable 
team,” to show the part a free press 
plays in the maintenance of de- 
mocracy. 

Observation of National News- 
paper Week was arranged four 
years ago by the National Associa- 
tion of Newspaper Managers so that 
publishers, acting through their 
national, state and regional press 
associations, could unite for a pub- 
lic relations program to acquaint 
readers with their papers. This 
year’s observance of the week is 
expected not only to bring a better 
understanding of the free press as 
a right of the people, but to in- 
tensify appreciation of our consti- 
tutionally guaranteed rights and 
privileges. 

The National Newspaper Week 
committee, of which Vernon T. 
Sanford is chairman, will provide a 
clipsheet for use in telling the story 
of freedom of the press, and an 
“idea kit” for local Newspaper 
Week activities. 

Promotion advertising and other 
material will be included. Distribu- 
tion will be through national, state 
and local press associations, or the 
committee headquarters in Okla- 
homa City. 

The clipsheet was produced at the 
Medill School of Journalism, North- 
western University, Evanston, IIL, 
under direction of Ken Olson. 
contains four pages of stories, fea- 
tures, and editorials adaptable for 
local needs. 


‘Groups and organizations inside | 


and outside the newspaper field, in- 
cluding civic clubs, advertising 
agencies, syndicates and Washing- 
ton officials, are expected to coop- 
erate, and several radio broadcasts 


It | 


Advertising Age, September 27, i94. 
are scheduled dealing with freedop, 
of the press. Wire service are 
preparing special stories and mat 
services will devote sections of thei, 
services to the event. ; 

Members of the National News. 
paper Week committee are: rank 
B. Hutchinson, New Jersey Pre. 
Association; John B. Long, (Cajj. 
fornia Newspaper Publishers Aggp. 
ciation; Cranston Williams, Amerj. 
can Newspaper Publishers Associa. 
tion; Walter Johnson, Souther, 
Newspaper Publishers Ass0ciatiop. 
Edwin A. Bemis, Colorado Pres 
Association; Paul Gorham, I\linoj: 
Newspaper Markets; and Charles 
L. Allen, National Editorial Aggo. 
ciation. 

Joins Gerth-Pacific 

Eda Florian has joined the Copy 
staff of Gerth-Pacific Advertisins 
Agency, San Francisco. She wa, 
formerly a copywriter in the adver- 
tising department of Hale Bros. 
Sacramento. 


| aaa 
| Appoints Goldman & Gross 


The Aluminum Research [Insti- 
tute has appointed Goldman 4 
Gross, Chicago, as advertising coun- 
sel. The institute will launch , 
fall and winter campaign Oct. 1 ip 
business publications. 


Callahan Promoted 


John L. Callahan, for the past six 
years assistant advertising manager 
of Best Foods, Inc., New York, has 
been named assistant director of 
advertising and _ merchandising 
Alan Randall, production  super- 
visor, has been named assistant ad- 
vertising manager. 


MAILING SERVICE 


| Multigraphing — Filling-in 


Addressing—Mimeographing 
THE LETTER SHOP, 


431 8. Dearborn 8t., Chicago 


Inc. 
Wab. 8655 
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is GREAT 


$150,000,000.00 NEGRO MARKET 


For obvious reasons, figures 


on defense contracts in the Hampton 


Roads area no longer are released. 


No military secret, however, 


is the existence of a rich Negro 


market in the No. 1 Defense Area on the Atlantic coast. 

In and around Norfolk, Portsmouth and Newport News are 57,600 
Negro families — many of them defense families — with average 
weekly earnings estimated conservatively at $50 per family — a 


$150,000,000 market. 
purchasing power is high. 
Key to this market is the 


50,000 copies enter three-fourths of the Negro homes. 


enter, too, through its columns. 


Sournal and Guide : 


Norrouk 


Covering a $150,000,000 Market in the East's 


It is no secret that business is great when 


Journal and Guide. Every week its 


YOU can 


Member, Audit Bureau of Circulation 
More Than 50,000 Net Paid Circulation 


National Advertising Representative: 
INTERSTATE UNITED NEWSPAPERS, Inc. 


New York City 


PortsMOUTH NEWPORT NEWS 


No. 1 Defense Area 
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New Liggett Copy 
Makes Boston 
Halo Conscious 


Boston, Sept. 21.—A halo to Bos- 
tonians and most other people is a 
shining ring around the head of a 
saint in a medieval painting in the 
local art gallery, but it won’t be that 
much longer. 

Because on Monday, Sept. 13, 
local Rexall drug stores, a Liggett 
unit, started a new form of car- 
toon retail advertising featuring the 
common man, his family and their 
halos, which slip off now and then 
but which are eventually restored. 
The new campaign features the 
“New England conscience” and pre- 
sents “Hector Halo,” a plump, 


family, consisting of Mrs. Halo and 
their two children, Helen and Hugh. 
The Halo family is the creation of 
Bob Coyne, noted Boston Post car- 
toonist. 

Although viewed as a test cam- 
paign by Liggett, the halo series 
will be given an unusually exten- 
sive run. Instead of appearing as 
a brief “tryout,” Liggett has con- 
tracted to place the copy five days 
a week for a full year in the Bos- 
ton Post, totaling 90,000 lines. Life- 
size cut-outs of Hector will be fur- 
nished to the 55 Liggett stores in 
this area. 

Hector has been copyrighted by 
the Liggett Drug Company. 


Named Sales Assistant 


George M. Gillen, Lukens Steel 
Company, Coatesville, Pa., has been 


Coulter Named V.P. 


Lloyd O. Coulter has been named 
vice-president in charge of radio of 
McCann - Erickson, New York. He 
has been a vice-president of the 
agency since 1939 and an account 
executive for more than 20 years. 


Sullivan Names Browne 
Sullivan Varnish Company, Chi- 
cago manufacturer of lacquers, 
enamels, and wrinkle finishes, has 
placed its advertising account with 
Burton Browne Advertising, Chi- 
cago. Business papers will be used. 


Clapp Promotes Thomas 
Ralph B. Thomas has been ap- 
pointed vice-president in charge of 
production of Harold H. Clapp, Inc., 
baby food manufacturer, Rochester, 
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1932, became secretary and a direc- 
tor two years later, and in 1938 was 
named treasurer and a member of 
the executive committee. 


ERE 
LOWEST COST 
IN THE BUSINESS FIELD 


Choose the | 


Leader... 


» 


preety amiable all-American dad and his| named assistant manager of sales. N. Y¥. He joined the company in 


TOP EXECUTIVE COVERAGE 


This is one of a series of institutional 
advertisements run in Oakland, Cal., dail- 
ies by Smiths, men's and boys’ store. The 
copy features the wide assortment of 
nationally-advertised merchandise carried 
by the store. Garfield & Guild, San 
Francisco, is advertising and public rela- 
tions counsel. 


New ‘Food Fights 


for Freedom’ 
Copy Distributed 


New York, Sept. 21—A_ second 
set of four “Food Fights for Free- 
dom” advertisements, directed at 
the consumer, has been approved 
and is ready for October insertion, 
the War Advertising Council has 
announced. They will be distrib- 
uted to 1,800 newspapers beginning 
next week. 

The advertisements, prepared by 
Lennen & Mitchell, explain to the 
nation the facts of the wartime food 
situation and serve as educational 
and morale building pegs sponsored 
by individual food producers and 
distributors. 

The first three consumer adver- 
tisements, prepared by the same 
agency, are now appearing in news- 
papers. The complete program is 
sponsored by the Council in coop- 
eration with the War Food Admin- 
istration, OPA and OWI. 


Returns to Ward's 

Alfred H. Ward, president of 
Wards Reports, Inc., Detroit, pub- 
lisher of a weekly report on auto- 
mobile industry activities and oper- 
ating manager of Automobile Top- 
cs, has returned to executive direc- 
tion of the company. Mr. Ward ee * : 
joined the requisitioning division of a ' a a ; 
the Board of Economic Warfare, =— 
Washington, D. C., early in 1942, 
later returning to Detroit as econo- 
mist with the OPA. 


FLYING, with a current circulation of nearly a 


quarter of a million, is a best-buy for any advertiser marketing 
products sold to the Aircraft Industry. It delivers more messages per 


dollar than any other magazine in the aircraft field... reaching 98% 
of all top executives of U. S. aircraft companies, 95% of the key 
airline executives, leaders of our armed forces, government offi- 


cials, bankers, plus tens of thousands of men in the Army, in 


the Navy and in aircraft industries. 


Ask a FLYING representative to bring you full de- 


700 public school teachers each month read 
opies of State Teachers Magazine. 


tails on FLYING's unmatched coverage of avia- 
trade magazine’ is highly important to 
* member of 42 state teacher's associations 
2 \dvertisers who use the columns of any or 
publications get preferred attention. 


tion's tremendous buying power, and 


its low cost, waste-free all-male 


“ie 


enting a magnificent audience in itself, circulation. 
700,000 school teachers profoundly influ- 
illions of school children and the homes 


hich they come. 


e advertising? Ask the national and local 


sers already using State Teachers Maga- " "ae a ‘ 
: i= sine 


ZIFF-DAVIS PUBLISHING COMPANY | 3 ’ 
S40 North Michigan Avenue, Chicago 11, Minois 


Georgia C. Rawson, Manager 


‘ STE TEACHERS MAGAZINES, INC. 


Michigan Avenue, Chicago |, Illinois 


sociation of 42 state teachers magazines 
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Norge Extends 


“Salute to Women’ 


Series to Dailies 


Detroit, Sept. 23.—With an assur- 
ance that after Victory the company 
again will salute the women of 
America with a “brilliant new line 
of household appliances,” Norge 
Division of Borg-Warner Corpora- 
tion has launched an aggressive 
newspaper campaign paying tribute 
to women for the part they are 
playing in the war effort. The 


newspaper series will supplement a 
similar campaign initiated in maga- 
zines, according to Howard E. Blood, 
Norge president. 

The newspaper campaign will be 
concentrated in 132 major cities, in- 
cluding 182 newspapers. First copy, 
which carried an illustration of a 
girl operating a drill press under 
the headline, “Night Shift,” ap- 
peared during the week of Sept 13. 
Smaller illustrations show peacetime 
products of Norge, including refrig- 
erators, washers, ranges and space 
heaters. 

After noting that “wherever 
women are working at mechanical 


-. 


Why is the small paper size of the PERS lee. 
preferable? 


Because it is a handy book to read and in busy days 
——="such as these it can easily be taken home. 


For 5c to $1.00 Variety Store Market Facts Write 


\ Syndicate Store Merchandiser 


A 79 Madison Avenue, New York 16, N. Y. 


CHICAGO * LOS ANGELES * ATLANTA NBD 


Thu \0EA BOOK 


|) THAT WAS PROSPERED BY SERVICE 


J 


jobs in the nation’s war plants” 
they are “helping to shoulder Amer- 
ica’s burden in this global conflict,” 
the copy commends those who vol- 
unteer in Red Cross, AWVS and 
OCD activities and those who enlist 
in the armed forces. ‘Women in 
their own homes are praised for 
contributing “mightily to the war 
effort by doing their own work, 
raising and preserving their own 
foodstuffs, practicing economy and 
conservation in every way possible.” 
The copy closes with an appeal to 
buy more war bonds and the slogan, 
“When It’s Over—See Norge Before 
You Buy.” 

The newspaper and magazine 
campaign will reach combined 
monthly circulation totals of more 
than 60,000,000. The company also 
is keeping in close contact with 
more than 5,000 of its dealers 
through mailing pieces, dealer helps, 
the Norge Jury of Marketing Opin- 
ion and meetings of dealers during 
the fall and winter months. 

Campbell-Ewald Company, 
troit, directs Norge advertising. 


De- 


Rejoins Campbell-Ewald 

William Ewald, who has been 
with Lorenzen & Thompson, news- 
paper representative, for the past 
11 years, has rejoined Campbell- 
Ewald Company, Detroit. Mr. 
Ewald at one time was office man- 
ager of Campbell-Ewald, and later 
headed the agency’s field service 
department. 


Back 


is won. 


230 Park Avenue, New York 17, N. Y. 
Mills atRumford, Maine & WestCarrollton, Ohio 
Western Sales Office: 

35 E. Wacker Drive, Chicago 1, Illinois 


the attack 


with BONDS 


Help keep the war news good by continually increasing your 
holdings of War Bonds. Don't stop buying when the drive 
stops. Buy another War Bond today! 


More than 260 million War Bonds, and almost 4 billion War 
Stamps have been sold — all printed on paper. 


Paper is right in the middle of this war. Invasion of the Italian 
mainland started with information carried in 110 tons of maps. 
To help win this war, paper has been called upon to do 
thousands of jobs it never did before. Our research men at 
Oxford see new uses for paper appear almost qvery day. 


Our specialty is the manufacture of fine printing papers. 
Making a thousand miles of paper a day, as we do, we are 
constantly in touch with the latest developments. We know 
that paper has many new worlds to conquer when Victory 


In the meantime, Oxford merchants and Oxford salesmen 
are at your service with quality papers for many uses. 
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1943 
c——August————_,  % Gain -—Ist 8 Months— a 
1943 ° 1942 or Loss 1943 1942 my te 
Food Chains 
ON rer re 3,795,750 $ 3,980,018 —4.6$ 32,230,554 $ 31.73% 4 
Kroger Groc. & Bak. Co...... 31,307,865 28,668,917 +9.0 258 837,89! 225 486 4 
~ OO eN  ” e 6,627,772 6,767,681 —2.\ 63,229,970 62,2104 4 
INE ina kbar occu ctangnssen 45,598,270 46,269 768 —I.5 403 227 877 414,464 8 : 
beet TORR Siicccceadsscvas $ 87,329,657 $ 85,686,384 +1.9 $ 757,526,292 $ 733,898 a 
Mail Order 
BEOOON, TODWUGE acscocssecccce $ 63,597,518 $ 64,706,486 —1.7 $ 458,250,272 $ 477,790,4 fail 
SED Wiceads Zisns ancdunnaded 2421623 2,169,572 +11.6 _17,973,546 = 24,941 85) a, 
tMontgomery Ward .......... 47,443,410 48,740,667 —2.7 349,785,381 341,928 4) 
SOME Uv tasscckana cass $113,462,551 $115,616,725 —1!.9 $ 826,009,199 $ 844.460 74, _ 
Drug Chains 
rae 3 EE Ee ee 855,844 $ 834,034 +2.6$ 9,423,151 $ 85737 ity 
ME <Guaduncasebareeseband 9,427,393 8,541,892 +10.4 72,892,945 62,658 rer 
SOS SL th ccna sodseaes $ 10,283,237 $ 9,375,926 +9.7$ 82,316,096 $ 71,231,887 4 
Variety and Miscellaneous 
3. ae F $ 1,879,288 $ 1,649,398 +13.9$ 25,872,174 $ 28,921,392 — 
Consolidated Retail Stores.... 1,519,549 1,296,134 +-17.2 11,988,279 8,696.83) 4) 
Diamond Shoe Corp.......... 1,802,012 1,993,819 —8.7 18,785,105 19,106 oe 
in. «ss cesceksntbekecs 2,622,037 3,433,139 —23.6 26,000,505 28,298 5 4 
ba, ee Sa 11,896, 11,431,070 +4) 96 954.929 86,522 3 +412 
SE, ly Dickacgbacdscateeas 4,970,986 4,933,043 +0.8 35,313,961 31,597 Lip 
tinterstate Dept. ............. 3,009,597 3,090,473 —24 22,408,585 19,241 ¢ +145 
 * eer 15,567,982 15,842,929 —1.7 122,779,824 116,056 4 +59 
Kress, 9,427 257 9,607,270 —1.9 74,614,787 67 637.8 0 
EE eee See 5,176,252 5,016,656 +3.2 40,515,875 35,82! 413 
SMeLellan Stores ......c..00 2,872,773 2,719,084 +5.7 19,187,930 16,0152 4195 
Oe ere 6,197,269 6,156,258 +40.7 50,493,839 44,5706 +1} 
i Sl < cebicdsatuchee® 2,838,317 2,677 646 +46.0 22,090 868 18,628.9 rary 
Se er See ae 7,176,367 6,368,939 +12.6 53,534,171 43,457,833 4 
he Se - eer 35,859 825 40,530,349 —I1.5 288,322,843 275,748.0 444 
EE PO von oi cicéskasbes 4,136,000 4,601,000 —i0.! 29,363,000 38,248,000 —2;7 
Woolworth, F. W. ........06.. 33,199,761 33,675,013 —1.4 268 254,211 250,278 ,7 4) 
NY EY oot ok ok uve subadaa 10,680, 11,601,943 —7.9 79 294,933 75,5218 45 
bColonial Stores ........ 8,268,548 7,829,857 +5.6 58,155,788 50.29! re 
ER eae ee 878,986 824,515 +6.6 6,090,813 5,158.3 
Melville Shoe Corp. ......... 2,406 874 3,845,879 —37.4 25,289,915 32,600, 25 va 
EL ttc sebnassaceawee 1,133,282 1,390,058 —I8.4 12,155,064 11,8915 ? 
a errr $173,520,475 $180,514,472 —3.9 $1 387,467,399 $1,304,311,599 44. 
Combined Total ........... $384,595,920 $391,193,507 —1.7 $3,053,318 986 $2,954,102 585 4 


tFour weeks and 32 weeks. 
tSeven month period. 
*Eleven month period. 
aFour weeks and 36 weeks. 
bFive weeks and 35 weeks. 


Edlund Reports 
Advertising Helps 
Fat Salvage Drive 


New York, Sept. 21.—Backed by 
extensive advertising in newspa- 
pers, magazines and on the radio, 
more than 150,000,000 pounds of 
household fats have been salvaged 
during the past 12 months as a 
result of the drive conducted by the 
Committee of the Glycerine and 
Associated Industries to Salvage 
Waste Fats, according to a report 
by Roscoe C. Edlund, secretary- 
treasurer of the committee and 
manager of the Association of 
American Soap and Glycerine Pro- 
ducers. 

“The usefulness of this campaign 
becomes readily apparent when the 
collection total for June, 1943, is 
compared with August of last year, 
the first month the rendering com- 
panies were able to make fairly 
accurate reports of their receipts,” 
Mr. Edlund said. “In August, 1942, 
the reported collections came to 
only 3,016,338 pounds, while the 
June total collections were 10,752,- 
293 pounds.” 

The report warned, however, that 
“the nation must not slacken its 
efforts in keeping our industries 
supplied with sufficient glycerine, a 
chemical that has no known substi- 
tute in producing more than a score 
of vital war materials.” 

During the 12 months reported, 
paid space was taken in 622 daily 
papers in 372 cities of 25,000 popu- 
lation or more. In addition the 
campaign received generous edi- 
torial support. Radio time valued 
at $3,100,000 was contributed to the 
campaign by interested advertisers 
and through the Office of War In- 
formation. Some programs devoted 
as much as 10% of their total time 
to the fats salvage campaign, the 
report revealed. 

Newspaper space financed by 
local sponsors in various cities sup- 
ported the drive, and in many cases 
newspapers donated space to call 
their readers’ attention to the 
urgency of the need to save fats. 

A new campaign is in preparation 
to follow the present program. 


Clement Takes Over 
Direct Mail Concern 


Randolph R. Clement, for the 
past 17 years in charge of service 
and creative activities of Blum’s 
Advertising Agency, San Francisco, 
will take over Andrews-Breeding 
Company, pioneer San Francisco 
direct mail concern, effective Oct. 1. 

Operating under his own name at 
505 Market St., Mr. Clement will 
continue Andrews-Breeding’s direct 
mail facilities and in addition offer 
complete service for industrial, 
retail and dealer sales promotion 
campaigns. 


Clabault to Gage 


W. A. Clabault has been ap- 
pointed a district sales manager of 
Electrical Manufacturing, published 
by Gage Publishing Company, New 
York. He will make his headquar- 
ters in Cleveland. 
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NIAA Group to 
Study Heavy Ad 
Volume in Field 


Chicago, Sept. 21—A committee 
to study the balance of editorial 
content of business papers against 
their volume of advertising, is being 
established by the National Indus- 
trial Advertisers Association, Fred- 
eric |. Lackens, president, revealed 
recently in addressing the Chi- 
cago industrial Advertisers Associa- 
tion. 

"The action is being taken as re- 
sult of complaints by members that 
some publishers are sacrificing the 
editorial content of their papers in 
attempting to accommodate de- 
mands for advertising space in face 
of paper restrictions. 

In an effort to cooperate in the 
conservation of paper, the associa- 
tion is seeking suggestions from its 
members as to methods which may 
be used effectively without seri- 
ously jeopardizing their efforts in 
the various forms of advertising 
they use. 

Mr. Lackens is also creating a 
copy committee which will analyze 
current industrial advertising and 
offer criticism designed to improve 
the over-all standard of industrial 
copy. 


Launch Diamond 
Campaign Oct. I 


New York, Sept. 21.—A full-page 
advertisement appearing in the Oct. 
1 issue of Vogue and running in 
smaller size in other consumer and 
trade publications will launch the 
new advertising campaign for 
Multi-Facet diamonds handled by 
Louis A. Roselaar, New York dia- 
mond cutter and importer. 

Running throughout the fall and 
winter, the campaign will include 
full-page copy each month in Vogue 
and additional copy of slightly 
smaller space once a month in 
Collier’s, Esquire and House Beau- 
tiful. Business papers carrying 
space will be National Jeweler and 
Jewelers’ Circular - Keystone. Spot 
radio advertisements will be han- 
dled through special dealers. 

Copy for the campaign will 
evolve around the theme 
Multi-Facet’s 40 extra facets pro- 
vide extra brilliance. William G. 


Seidenbaum, New York, is the 
agency. 
Vanderbie Joins R&R; 


Agency Adds Account 
H. S. Vanderbie, formerly a part- 


ner of Vanderbie & Rubens, Chi- |" 


cago agency, has joined the Chicago 
office of Ruthrauff & Ryan as ac- 
count executive. Early this summer 
Mr. Vanderbie sold his entire in- 
terest in V&R to Walter L. Rubens, 
now a lieutenant in the Army. 
Ruthrauff & Ryan has been ap- 
pointed to handle the advertising of 
Globe-Wernicke Company, Cincin- 


coverage of ports, 
shippers, exporters, 
importers .. . 


oe World Ports magazine will publish 
its Association of American Port 
\uthorities convention number No- 
ember 1. This will be the new, en- 
arged, editorially unique edition, offer- 
ng you most effective coverage of 
),000 port authorities, port termina! 
erators, terminal engineering com- 
anies, stevedoring companies, dredg- 
g companies, tug boat companies, 
eamship lines, shippers, exporters, 
eight forwarders, and users of coastal 
nd inland waterways. For complete 
etails or reservation of space, write 


WORLD PORTS 


Association of American Port 
Authorities Official Organ 

418 SOUTH MARKET STREET 
CHICAGO 7, ILLINOIS 


that | 


All-Radio Planning 
Board Set Up 


An all-radio industry planning 
board has been formed in New York 
to guide the progress of radio and 
electronics after the war. Repre- 
senting every interest in the field, 
the nine sponsor organizations are: 
Institute of Radio Engineers, Ameri- 
can Institute of Electrical Engi- 
neers, Radio Manufacturers As- 
sociation, American Institute of 
Physics, American Radio Relay 
League, FM Broadcasters, Inc., In- 
ternational Association of Chiefs of 
Police, National Association of 
Broadcasters and National Inde- 
pendent Broadcasters. Work of the 
group will be conducted by a radio 
technical planning board, which 
will meet Sept. 29 to prepare a pro- 
gram, 


Stock Exchange 
Ads Spur Sale 
of War Bonds 


New York, Sept. 22.—Getting 
behind the 3rd War Bond drive, 
members and member firms of the 
New York Stock Exchange have 
placed a series of large-space news- 
paper advertisements in more than 
20 key cities across the country, in 
addition to 13 New York City and 
Brooklyn newspapers. 

Scheduled to run throughout Sep- 
tember, with space units ranging 
from 600 lines to full pages, the 
advertisements urge the purchase 
of war bonds under the head, “The 
New York Stock Exchange Recom- 
mends the Best Investment in the 
World.” Copy stresses that “In 


only one period before in its history 
of a century and a half has the New 
York Stock Exchange recommended 
a security—the bonds of the first 
World War.” 

The advertisements were jointly 
prepared by Albert Frank-Guen- 
ther Law and Doremus & Co., New 
York. 


Gets Margarine Account 

The southern division of Capital 
City Products Company has ap- 
pointed Merrill Kremer, Inc., Mem- 
phis, to handle advertising of Dixie 
margarine. 


Huffman to Agency 

S. L. Huffman, formerly with 
Timken Roller Bearing Company, 
has joined Moser & Cotins, Utica, 
N. Y., as copywriter and assistant 
account executive. 
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Sperry Advances Fitz 

Justin A. Fitz, who has been with 
the Sperry Gyroscope Company, 
New York, for the past 26 years, 
has been appointed advertising 
director, with headquarters at 
Brooklyn. He had handled the 
advertising and public relations 
activities of the company, including 
publication of its quarterly maga- 
zine, the “Sperryscope.” 


ARE YOU SELLING THEM PFPECTIVELY ? 


g? 


| OUT OF 


. 
You should have expert counsel 
on how to reach the growing 
$7 Billion Negro Market. Consalt— 


. 

DAVID J}. SULLIVAN 
Negro Market Organization 
Marketing + Advertising + Research 
545 Fifth Avenue» New York, N.Y. 


EVERY 10 
AMERICANS 
1S A NEGRO 


THE 


3f 


180: BOD. 


‘15 MINUTES ACROSS 
with 


BOARD" 


Boston's most popular 
master of ceremonies 


‘ 


7 


2.1 RATING 


PY 17.3% ox uisteners 


(According to Hooper Survey— 
Winter & Spring 1942-1943) 


Transcription of Perry's Voice 
Furnished on request... 


Associated Press and United Press News 
Every Hour on the Hour 
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Detroit Group Elects 


L. S. Martz, advertising manager 
of Micromatic Hone Company, has 
been elected president of Industrial 
Advertisers of Detroit. Other offi- 
cers are: T. D. Emerson, Carboloy 
Company, vice-president; Charles 


Showers, Charles M. Gray & Asso-| 
and L. Hyatt/| 


ciates, secretary; 


Gives Time to Loan Drive 


As a contribution to the 3rd War 
Loan drive, Coca-Cola Company is 
turning over five minutes of each 
program in the “Victory Parade of 
Spotlight Bands” series to govern- 
ment officials for a “report to the 
nation.” The program is aired Mon- 
day through Saturday from 9:30 to 


Eby, industrial advertising counsel, | 9:55 p. m., EWT, on 154 stations of 


treasurer. 


| the Blue Network. 


The Los Angeles Times 
The Brooklyn Eagle 
The Worcester Telegram 


“One man who really knows what to do 
with newspaper space’ "— TIME MAGAZINE 


Gilbert P. Farrar 


Designer of Outstanding Newspapers 
among which are 


The Portland, Oregon, Journal 
The Halifax, N. S., Canada, Chronicle and Star 
The Jamestown, N. Y., Post-Journal 
The Reno Evening Gazette 


New Address: * 


131 RIVERSIDE DRIVE, 


The Chicago Sun 

The Atlanta Journal 
The Jersey Journal 
The Bridgeport Herald 


NEW YORK 24, N.Y 


‘Reader's Digest’, 
Philco, Moose, 


to Air New Shows 


New York, Sept. 23.—Three new 
programs on three different net- 
works will be launched next month, 
with one of the three shows spon- 
sored by a fraternal organization. 

The Loyal Order of the Moose has 
taken the full Mutual network to 
sponsor “‘Moose Fireside Party,” fea- 
turing Griff Williams, his orchestra, 
and a mixed chorus of six voices. 
The program will be heard Sundays 
from 2 to 2:30 p. m., EWT, effective 
Oct. 17, originating from WGN, Chi- 
cago. L. W. Ramsey Company, 
Davenport, Ia., is the agency. 

Reader’s Digest has _ contracted 
with the Blue Network to air a new 
program Thursdays from 10:15 to 
10:30 p. m., EWT., on approximately 
130 stations, beginning Oct. 7. Fra- 
zier Hunt will be featured. Batten, 
Barton, Durstine & Osborn is the 
agency. 


Staley Goes Network 


A. E. Staley Mfg. Company, De- 
ecatur, Ill., will launch a new cam- 
paign on the full Blue Network 
beginning some time in December, 
using the 9-9:15 a. m., CWT, spot 
Mondays through Fridays for 52 
weeks, through Blackett-Sample- 
Hummert. Program and products 


groans 


pulling power of KPO and the | 
Woman's Magazine of the Air 


"iz for he knows best the 


Get the facts...and youll be on 


KPO 


REPRESENTED BY NBC SPOT SALES 


New York « Chicago « San Francisco - Boston « Cleveland - Denver « Washington « Hollywood 
NATIONAL BROADCASTING COMPANY «+ RADIO CITY +« SAN FRANCISCO 


to be advertised have not been 
definitely decided upon. The com- 
pany has recently been sponsoring 
a spot show, “Sweet River,” over a 
number of stations. 


Renews CBS Spot 


Philco Corporation has renewed 
its spot on the CBS network, Fri- 


effective Oct. 15, when it will intro- 
duce a new program titled “Date- 
line,” replacing “Our Secret 
Weapon.” Sayre M. Ramsdell As- 
sociates, Philadelphia, is the agency. 


Begins 2nd Year 


Continental Radio & Television 
Corporation will begin its second 
year as a Columbia advertiser on 
Oct. 3. “World News Today,” aired 
Sundays from 2:30 to 2:55 p. m., 
EWT, on 44 CBS stations, will be 
sponsored on behalf of Admiral 
radios. Cruttenden & Eger, Chicago, 
is the agency. 


Gunther Returns 


John Gunther resumed his regular 
spot on “Where De We Stand,” 
sponsored by Clark Bros. Chewing 
Gum Company on the Blue Net- 
work, on Sunday, Sept. 26. John W. 
Vandercook substituted for Mr. 
Gunther while the latter was over- 
seas covering the invasion of Sicily. 


Renews Jack Benny 


General Foods Corporation has 
renewed the Jack Benny program, 
heard Sundays from 7 to 7:30 p. m., 
EWT, over the full NBC network, 
effective Oct. 10. Young & Rubicam 
is the agency. 


Socony Renews 


Socony-Vacuum Oil Company has 
renewed Raymond Gram Swing on 
the Blue Network, effective Sept. 27. 
The commentator is heard Mondays 
through Thursdays from 10 to 10:15 
p. m., EWT. The number of sta- 
tions has been increased from 129 
to 133. Compton Advertising, New 
York, is the agency. 


Norwich Continues Spot 


Norwich Pharmacal Company has 
renewed its five-minute spot on Sta- 
tion WJZ, effective Oct. 18, continu- 
ing its radio promotion for Pepto- 
Bismol throughout the winter for 
the first time. The program is heard 
Mondays through Fridays at 9:55 
p. m., EWT. Lawrence C. Gumbin- 
ner Advertising Agency, New York, 
handles the account. 


Bourjois Sponsors “Romance” 


Bourjois, Inc., will sponsor the 
musical program “Here’s to Ro- 
mance,” over the full CBS network, 
beginning Oct. 14. The program, to 
be heard Thursday evenings from 
10:30 to 11 p. m., EWT, will feature 
Jim Ameche as master of cere- 
monies and singer Dick Haynes with 


days from 7:15 to 7:30 p. m., EWT, | 
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Ray Bloch’s orchestra. Foote Con, 
& Belding is the agency. 
Minneapolis-Honeywell on « Rg 
Minneapolis-Honeywell Re. Jato, 
Company will launch a camp: gy o, 
|the full CBS net starting ©.:, 1) 
| Aired Sunday mornings fron 11:05 
to 11:30, EWT, the program, wi) 
originate from the Great sakes 
naval training station, and {aty, 
the Great Lakes Blue Jacket oho), 
Addison Lewis & Associate: Min. 


neapolis, is the agency. 


Returns as Copy Chie! 
Vera Trett has returned the 
advertising department of | nites 
Cigar-Whelan Stores Corpo: ition 
New York, as copy chief 
three-year interval, during 
she was assistant promotion 
ager of Lentheric, New York 


alter a 
hie 
nan- 


Walsh Joins Mathes 
Joseph E. Walsh has joined the 
|production department of J. y 


|Mathes, New York. He was for. 
merly with McCann-Erickson ang 
before that with the Better Fabric 
Testing Bureau. 


Named Representative 
John C. Cadle, formerly wit 
Ahrens Publishing Company, Ney 
York, has joined Traffic Service 
Corporation, Chicago, publisher of 
Traffic World, as eastern advertising 


representative. 


Did you miss 


JOHN ROY 


CARLSON 


Author of “Under Cover 


CHESTER 


BOWLES * 


VICE ADM. 
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AGRICULTURAL PRODUCTS 


McLean County is FIRST 
States. SECOND in all 


Bloomington’s industries 
facture products valued 
$40,000,000 


Established 


Nicoll & Ruthman 


Gilman, 
: Boston Philadelphia 


New Yor 


A RICH RESPONSIVE MARKET 


It’s COVERAGE 


OUNTS! 
R DOES the JOB 


in Pantagraph LAND! 


e are 20,998 families. 


@ln the Primary Trading Zone, there are 32,547 


@ Pantagraph coverage of McLean County is 84°%,! 
@ Pantagraph coverage of the Primary Trading Zone 


MARKET 


in corn production in the entire United 
cereal crops. Annual value of farm 


bj 


products, including livestock and dairying $32,000,000 


MANUFACTURED PRODUCTS 


annually manu- 
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Bloomington, Illinois 
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THE KID' AGAIN 
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Fourth in the series of "Kid" advertise- 
ments sponsored by the New Haven 
Railroad, this copy broke the week of 
Sept. 19 in the company's regular news- 
paper and magazine lists. Wendell P. 
Colton Co. is the agency. 


New Haven’s ‘Kid’ 
Makes Appearance 
in 4th of Series 


New York, Sept. 22.—Readers who 
have been waiting to hear more 
about the New Haven Railroad’s 
“Kid,” who began his peregrinations 
several months ago as the “Kid in 


Upper 4,” can again relax, since the 
latest in the series shows the lad 
alive and doing well. 

The fourth advertisement, which 
broke this week in the regular 


schedule comprising 64 newspapers 
in 45 cities, in addition to national 
magazines, is headed “The Kid 
Takes Over,” and the illustration 
shows him in territory which the 
reader must assume to be Sicily, 
since the opening line of copy reads, 
“This morning, all at once, the guns 
stopped firing here.” 

Obviously, this could also refer 
to the North African campaign, the 
Kid is shown holding a small girl 
in his arms and giving her a candy 
bar. He stands before a shell-torn 
home, with troops about to enter its 
doorway. 

Following the inception of the 
campaign in which the Kid, con- 
ceived by Nelson P. Metcalf of 
Wendell P. Colton Company, agency 
on the account, became an almost 
legendary figure, subsequent adver- 
tisements have portrayed the Kid 
moving along to the actual battle 
front 

The second in the series was 
headed, “The Kid in the Convoy,” 
and the third pictured him after 
landing in some foreign war theater 
under the headline, “The Kid and 
His Letter.” 

Copy in the latest insertion ties 


; SSAA 
Time OFF 
your hands! 


\. The Belmont-Plaza’s con- 
venient mid-town location 
will save you valuable 
time and energy. Only 3 
blocks from Grand Central. 
A few minutes’ walk to the 
smart 5th Ave. shops, close 
to leading theatres—a de- 
sirable, distinguished ad- 
dress. Hotel now under new 
management. 800 newly- 
decorated rooms with 


radio and bath (tub $3 


and shower) . . from 


HOME OF THE FAMOUS 


New York's most 
glamorous night 


: club. Excellent 
\ banquet and meet- 
a 


ing facilities. 


F. JOHNSON, MGR. 
CTION: EMIL H. RONAY 


in with the 3rd War Loan drive 
by telling readers to remember the 
Kid and what he is doing. “He is 
risking all. You are asked only to 
lend money . . money that you 
will get back—with interest. Surely, 
to lend every penny you have is 
little enough to do—to justify his 
great courage, self-sacrifice and 


The first advertisement in the 
series won first award in the annual 
advertising awards for constructive 
achievement in national advertising 
in 1942. 


Opens N. Y. Office 

Motion Picture Advertising Serv- 
ice Company, has opened an office 
at 122 E. 42nd St., New York, with 
Harold Clark as manager. The com- 


Takes Large Space to 
Reprint Krug Letter 


Acceding to the request of J. A. 
Krug, director of the WPB Office 
of War Utilities, who asked utility 
companies to promote the govern- 
ment’s program of conservation of 
all gas, electric, water and com- 
munications facilities, Consolidated 
Edison Company of New York re- 
cently placed 1,000-line advertise- 
ments in more than 60 papers in 
the greater New York area to carry 
the message to the consuming 
public. 

The insertion carried a reprint of 
Mr. Krug’s letter which was ad- 
dressed to the utility companies, 
and was headed “Your government 
urges you to conserve and thus save 


Potter Joins Agency 

Russell H. Potter, former director 
of the New York district of the 
OPA, has joined Craven & Hedrick, 
New York agency. He will head 
public relations activities. 


Studio Adds Space 

The James Viles Studio, New 
York commercial photographer, has 
enlarged its quarters with an addi- 
tional floor. The telephone number 


has been changed to Plaza 8-1744. | staff of WABC, New York. 
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L&F Promotes Parish 

Donald A. Parish, district sales 
manager of Lehn & Fink Ltd., To- 
ronto, has been appointed sales 
manager, succeeding Norman Dahl, 
who has joined Vick Chemical 
Company, New York. 


Turner Joins WABC 

N. Fletcher Turner Jr., for the 
past ten years with J. M. Mathes, 
Inc., New York, has joined the sales 


The News Magazine of the Industry..... 


pany also has offices in New Or-| fuel . . . manpower . . . equipment = Delivers Americas Hotel Market at Low Cost. 
leans, Atlanta and Washington,|. . . materials.” Batten, Barton, 
a & Durstine & Osborn is the agency. 


Latin America 
—today and after the war 


What 
does it mean to you? 


The Americas south of the Rio Grande are looming large 
in importance with thinking men and women. Where do 
the great Latin-American states stand in today’s set-up of 
nations? What is their attitude toward the people of the 
United States? What are we doing to develop lasting friendly 
relations with our southern neighbors? 


The answers to these questions are of importance to us as 
citizens, as business men, as parents. These answers are being 
given from day to day in The Christian Science Monitor. 
Regular correspondents in South and Central America, and 
special writers thoroughly familiar with those areas, keep 
readers of the Monitor comprehensively informed. 

That is one reason why the Monitor is read carefully and 
regularly by men and women who are a vital influence in 


Maria Moors Cabot prize 


awarded by Columbia 
University to The Chris 
tian Science Monitor for 
outstandingly advancing 
the cause of international 
friendship in the Western 
Hemisphere. 


American life. They comprise an audience worthy of any 
advertiser's consideration. 


THE CHRISTIAN SCIENCE MONITOR 


Published by The Christian Science Publishing Society 


One, Norway Street, Boston 15, Mass. 


BRANCH ADVERTISING OFFICES: New York, Chicago, Detroit, Miami, 
S. Louis, Kansas City, San Francisco, Los Angeles, Seattle . . . London, Geneva, Sydney 


INGTON AVE. at 49th ST. NEW YORK 
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Urgent War Campaigns Requiring Advertising Support 


The campaigns listed below, taken from the current docket of the War 
Advertising Council, represent the most urgent information programs requir- 
The mere fact that a campaign is singled out for 
peak emphasis during a given period is no indication that it is the only 
campaign requiring support during that period. Most of the major war pro- 
grams now under way are so broad in scope as to require continuing 
promotion. Also, it should be borne in mind that informational needs neces- 


ing advertising support. 


a eee 
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sarily undergo changes, in keeping with war developments and their ;.. 
sultant dislocations on the home front. The campaigns materials describ. g 
below may be secured on request from the War Advertising Council, 60 F. 
42nd St.. New York 17, except as otherwise stated. There is no charge {or 
any service rendered by the War Advertising Council. All Council car. 
paigns are developed in cooperation with the Office of War Information 
and the government agency listed. 


CAMPAIGN 


OBJECTIVES 


Food Fights for Free- 
dom. 


An over-all education job to bring U. S. citizens 
the facts about the wartime food supply, its alloca- 
tion, and to urge conservation and fair play. De- 
signed as a backdrop to make more effective all 
other specific food campaigns, such as nutrition, 
rationing, black markets, Victory Gardens, farm 
production goals, etc. 


TIMING 


Started in mid-August. Peak 
emphasis in November, which 
will be designated ‘‘Food 
Fights for Freedom Month.” 
On a continuing basis there- 
after. 


MATERIALS AVAILABLE 


GOV'T nancy | 


1. Campaign guide covering broad strategy of the 
program, background data, and suggestions for 
advertising tie-in, primarily for consumer ad- 
vertisers. 

Campaign guide which goes further ‘into sup- 
port of program by food and allied trades, ho- 
tels, restaurants, institutions, etc. 

Series of newspaper ads. (Available in mat 
form. Address requests attention of Mr. Hass- 
ler, Press Section, U. S. Department of Agri- 
culture, Washington, D. C.) 


War Food Adminis. 
tration. 


Nutrition 


1944 Farm Goals 


War Bonds 


Women in War Jobs 


Farm Labor 


A new presentation of healthful dietary habits, 
developed in the light of a changing wartime food 
pattern. 


A continuing campaign. To 
be given heavy support during 
October. 


The task assigned to the nation’s farmers is, in 
effect, the keynote of the entire war effort. Farm- 
ers must produce the kind of foods needed in 
record quantities. This campaign is an attempt 
to dramatize the role of food in war, at the same 
time bolstering farmers’ morale by acknowledging 
the important job they are doing. 


Gets under way in December, 
continuing thereafter into 
spring of 1944. 


The Third War Loan Drive, which continues until 
Oct. 1, is an intensified sales effort. But bond 
sales must go on even after Oct. 1. Promotion 
must be continued for the duration. 


With the manpower shortage becoming more acute 
daily, the nation’s women must be told over and 
over again why, when and where they are needed 
—for jobs in war plants, as well as in such essen- 
tial civilian tasks as driving street cars and taxis, 
working in food processing plants, as student 
nurses, as teachers, in laundries, hotels, restau- 
rants, communications. At least 2,000,000 more 
women workers will be needed by early 1944. 


To enlist, under the banner of the U. S. Crops 
Corps, the hundreds of thousands of high school 
and college students, housewives, clerks, bankers, 
salesmen, needed to fill the gaps in farm labor, 
to aid in bringing in urgent 1943 crops. 


Inflation is a complex economic subject. Its causes 
and disastrous effects must be explained simply 
and consistently to all U. S. citizens. In addition, 
every man, woman and child must be told what 
he or she can do to help combat the threat. 


Gifts for Service Men 


Aid for Small Plants 


Cadet Nurses 


The Army has relaxed mailing regulations during 
the period from Sept. 15 to Oct. 15, in an effort i 
undertake the colossal job of delivering Christmas 
packages to men overseas. The support of local 
advertisers—and national, too—is needed to give 
civilians the information they need to facilitate 
mailing, with reasonable assurance that gifts will 
reach their destinations. 


Idle plants are a drain on our economy. Many, 
not equipped to handle war contracts, have already 
closed; others will have to close unless their ca- 
pacity is put to work. This campaign is designed 
to bring together—through advertising — large 
plants and small plants; and retailers and small 
plants. 


Nursing shortage on the home front becomes more 
acute daily. At least 65,000 new recruits are be- 
ing sought to start training by the end of this year. 
New U. S. Nurse Cadet Corps has been set up, 
offering free tuition, free uniforms, monthly cash 


|allowances. 


Tin Can Salvage 


Continuing Campaign. 


Big push started in Septem- 
ber. On continuing basis 
thereafter. 


Depends on local require- 
ments. Crops Corps campaign 
will continue active until No- 
vember. - 


Peak emphasis scheduled for 
October. On a continuing 
basis thereafter—probably for 
the duration. 


Closing date for acceptance of 
overseas gift parcels is Oct. 15. 


A continuing campaign. 
Scheduled for major emphasis 
next January, February and 
March. 


1. Guide for advertisers explains new National 
Nutrition Program, with regulations governing 
use of official symbols. 

Booklet outlining suggestions for point-of-sale 
tie-ins with nutrition program. 


2. 


Department of Agri- 
culture. 


Campaign guide entitled, “Light Reading for Your 
Lunch Hour.” Gives background story and sugges- 
tions for support of program by agricultural ad- 
vertisers as well as advertisers in other fields. 


Department of Agri- 
culture. 


U. S. Treasury campaign book for Third War 
Loan; clipping books showing a wide variety of 
ads available for immediate use. Also mats and 
ads for continuing campaigns. Address Tom Lane, 
chief, Advertising Section, War Finance Division, 
Treasury Department, Washington, D. C. 


Campaign guide, “How Industry Can Help the 
Government’s Information Program on Woman- 
power.” Also, a series of newspaper ads for local 
use in critical areas. Local or regional representa- 
tive of War Manpower Commission should be con- 
sulted in connection with local promotional plans. 


Treasury Department. 


War Manpower Com- 
mission. 


Campaign guide giving background information 
on the farm labor problem, and suggestions for 
advertising support of this essential program. 


Series of ads currently being sponsored by 481 
magazines, can be adapted for other advertisers. 
In preparation is a campaign guide book, which 
will cover background data on the problem and 
offer suggestions for advertisers. Basic fact book 
prepared by OWI available immediately. 


Agriculture-WMC. 


Office of Economic 
Stabilization. 


Fact book prepared by the War Advertising Coun- 
cil in cooperation with the U. S. Army. Gives 
full information on problem and regulations gov- 
erning Christmas overseas mailings. Also avail- 
able, a broadside containing actual ads contributed 
by leading department stores, as well as miscel- 
- fe advertising and merchandising sugges- 
tions. 


U. 8. Army. 


Campaign guide book outlining the problem and 
suggestions for support by war plants and retail 
stores. Includes actual ads used to accomplish 
objectives of the drive. 


Smaller War Plants 
Corporation. 


Drive started in August, is 
rapidly gaining momentum, 
with peak indicated for Oc- 
tober. On continuing basis 
thereafter. 


/At present about one-third of all tin cans used 


in this country are salvaged. Objective of this 
drive is to double this figure—to boost salvaged 
cans from 20,000 tons a month to 40,000. Em- 
phasis in drive is on how to process cans properly. 


Now getting under way. Will 
be promoted vigorously dur- 
ing next two months. _ 


Campaign guide in production. Will be available 
shortly. Meanwhile information on program may 
be secured from Office of Program Coordination, 
OWI, Social Security building, Washington, D. C. 


U. S. Public Health 
Service. 


Fact sheets available from OWI Office of Program 


Coordination. Campaign guide to be prepared by 
War Advertising Council task force. 


War Production 
Board. 
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@ A HALF MILLION LINES AHEAD IN TOTAL ADVERTISING TO AUG. IST AND GAINING STEADILY ® 


SCHENECTADY 


AZETT 


Reynolds-Fitzgerald, Inc., National Representatives 


FOOTWEAR | A PRE-TESTED 
SALES AREA! 


The high-income Schenectady area has already 
been tested for your schedules by intelligent local 
They buy more linage in THE 
GAZETTE because this newspaper produces 
MORE sales. GAZETTE leadership is proved by 
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CONVOY MAKEUP 


In A CONVOY? 
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~ GRACE LINE 


The latest in @ series of institutional ad- 
yertisements by the Grace Line reveals 
the amount of war material carried 
across the seas by a single convoy. The 
advertisement appeared in full color 
pages in recent issues of Newsweek, 
Time and U. S. News, and in black and 
yhite in business and marine publications. 


Grace Line Copy 
Reveals Amazing 
Convoy Figures 


New York, Sept. 21.—Through the 
medium of newsreels and feature 
flms, newspaper stories, magazine 
articles and dramatic radio presen- 
tations, the word “convoy” to the 
American public has long since be- 

me synonymous with guns and 
tanks, planes and jeeps and all the 
ther paraphernalia of total war. 

But through the medium of one 
of the most enlightening magazine 
advertisements to come out of this 
war, the public’s query as to just 
what a convoy does carry across the 
vast expanse of water has been an- 
swered by the Grace Line. 


Give Figures 


The latest advertisement in the 
company’s institutional campaign, 
which appeared in full color pages 
in recent issues of Newsweek, Time 
and the United States News, and in 
black and white in business and ma- 
rine publications, portrays a vast 
convoy in motion, with the ships 
vividly silhouetted against a moon- 
lit sky. 

Answering the question, “How 
Many... How Much... in a Con- 
voy?”, the advertisement gives such 


. 


WANTED 


Junior 
Account 
Executive 


O complete our 1948 creative 
additions we still need a 
JUNIOR ACCOUNT EXECUTIVE. 


Must be an idea man, a good 
copy writer and have personality 
to contact clients. 


Must have disposition to fit har- 
moniously into rapidly growing 
ind fast moving agency. 
to 35 preferred. 
ence desirable. 


Age 26 
Agency experi- 


Please make application complete 
In first letter giving education, 
religion, experience, age, draft 
status, salary bracket, photo- 
craph, samples and further de- 
tails you wish to send. No inter- 
lews granted until after appli- 
ation letter has been received. 
teplies held strictly confidential. 


THE 
GRISWOLD-ESHLEMAN 
COMPANY 


Advertising Agency 
TERMINAL TOWER 


CLEVELAND 12, OHIO 


yertising Age, September 27, 1943 


seemingly fantastic figures as 1,- 
000,000 bombs, 10 PT boats, 500 
tanks, 10,000 trucks, 1,000 tank de- 
stroyers, 135,000 machine guns, 25 
million shells, 30,000 jeeps, 200 
planes, 100 locomotives with track 
and equipment, 1,000 anti-aircraft 
guns, 140 aircraft detectors, 500 mil- 
lion rounds of ammunition, 75 mil- 
lion gallons of gasoline, and 4 mil- 
lion cases of food, medicine, clothing 
and supplies. 


Answer Left to Readers 


The only question the reader is 
left to answer for himself—and the 
correct answer is a strict military 
secret—is the one as to just how 
many ships constitute a convoy large 
enough to carry the amount of ma- 
terial noted. And if the reader 
thinks that a convoy of such mag- 
nitude is an occasional affair, such 
thought is dispelled by the state- 
ment that “The American steamship 
lines, cooperating with the War 
Shipping Administration and the 
Navy, are keeping many such con- 
voys moving.” 

Kelly, Nason, Inc., 
handles the account. 


New York, 


Book Emphasizes 
Public Relations 


in Advertising 


New York, Sept. 22.—Effective 
institutional advertising in wartime 
develops customer, employe and 
dealer loyalty, while often serving 
to dramatize industry’s social serv- 
ices in a national crisis, according 
to Verne Burnett, vice-president of 
public and stockholder relations for 
General Foods Corporation, in his 
new book, “You and Your Public— 
a Guidebook to the New Career of 
Public Relations.” 

The importance of sound adver- 
tising as a wartime asset in enhanc- 
ing American industry’s role in the 
free enterprise system serves as the 
keynote of the publication. 

“Keeping alive brand names, 
while engaged in military produc- 
tion, may be a matter of corporate 
life and death in the postwar 
period,” says Mr. Burnett. He criti- 
cizes large companies which use 
space that is too overaweing and 


copy that is formal, stilted and 
boasting, when public relations ex- 
perience urges copywriters to sim- 
plify, humanize and depict every- 
day folks. 

Mr. Burnett was tendered a re- 
ception at the Hotel Biltmore Sept. 
9 by friends in industry, advertis- 
ing, finance, and newspaper, book, 
and magazine publishing. The host 
was Ordway Tead, business editor 
of Harper & Brothers, publisher of 
the new book. 


Feldman Appointed 


A. A. Feldman has been appointed 
sales manager of replacement sales 
of Prest-O-Lite Battery Corpora- 
tion, Indianapolis. He joined USL 
Battery Corporation in 1928, and 
since 1940 has been southwestern 
division manager of Auto-Lite Bat- 
tery Corporation. 


Moves Headquarters 


Vance Publishing Corporation, 
Chicago, publisher of American 
Lumberman and Food Packer & 
Canning Age, has moved its offices 
from 431 S. Dearborn St., to new 


* 


offices in the City Hall Square 
building, 139 N. Clark St. 


— 
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INVESTIGATE THE DIESEL INDUSTRY 


SEL 
RESS 


—NOW -— send for 
market survey 
complimentary copy. 


comb YR wana 
DIESEL PROGRESS | 


> 
PROG 


HIGHEST RATE PER PAGE 
LOWEST RATE PER READER 
ined HY RET W. WADMAN 


2 WEST 457) STREET. NEW TORR. NEW Torx 


August days. 


T WAS HOTTER than the hinges in Cleveland, those 


Every one of these men had enough to do to keep him 
busy nights and Sundays in his office. But they took two 
days—two stifling, sweltering days—away from their 
desks to judge magazines for editorial achievement. 
Why? Because, these days, Editorial Achievement is 
more important than ever. With magazines up against 
a vital job, it was important that these men, and the 
thousands of others who depend upon their judgment, 
find out how well this vital job was being done. 

They granted recognition to a wide group of publi- 
cations — American Druggist, Architectural Forum, 
Architectural Record, Aviation . . .. Domestic Engineer- 
ing, Engineering News Record, Factory... Industry 


Fires," 


articles. ; 


articles. 


Award of Merit for best published research 
initiated by a publication: survey and article 
"Preventing and Extinguishing Magnesium 


Award of Merit for best ilivstrative treat- 
( Want. of. editorial materiel in general ... 
Ovtstanding work In publication of pictorial 


Fitst Award for best Iilusteative treatment 

of editorial material in general. .. ovt- 

standing work im publication of pictorial 
\ 


» 
Award of Merit for best series of articles 
or editorials on a single subject. 


First Award for best single article contrib- 
vting to the advancement of the field. 


Awerd of Merit for greatest [2 menths’ 
improvement in tormet and appearence. 


Around the table from the left are: L. P. Moyer, Lemp Division, General Electric Company; W. $. Leach, G. M. Basford Company; 
George G. Adomeit, The Caxton Company; H. E. Van Patten, industrial Products Division, the B. F. Goodrich Company, Akron; 
Allen Billingsley, Fuller & Smith & Ross, inc; Chester W. Ruth, Republic Steel Corporation; and Harold S$. Downing, Walker & 
Downing, Pittsburgh, judges in Industrial Morketing’s 6th Annual Award Competition. 


& Power, Inland Printer, Iron & Steel Efgineer, Mill 


. 


& Factory... Mill Supplies, New Pencil Points, Pur- igh 


chasing, Steel. To Metals and Alloys went two awards 
(see below). You can understand that these publishers i- 


feel good about it. 


We're feeling good about it ourselves. Because, with 
the 1943 total, Metals & Alloys has won more Indus- 


trial Marketing Awards for Editorial Achievement 


than amy business magazine in the country—two more! - 


We take it to mean, not only that we're keeping faith 
with our advertisers, but that we're doing our part in 
the bigger job of getting the war over so our readers 
can tackle the next one—engineering the Peace. Metals 
and Alloys. Reinhold Publishing Corporation, 330 


West 42nd Street, New York. 
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Stores Surveyed 
on Subjects for 
War Effort Films 


Washington, D. C., Sept. 21.— 
Nearly 2,200 leading department 
stores in all sections of the country 
have been polled by Screen Broad- 
casts, Washington, D. C., in an 
effort to select 26 most critical 


“Since we have no Snuffy-W uffies 
in our pantry, Madame, the an- 
nouncer on WFDF Flint Mich- 


igan regrets he cannot send you 
two dollars.” 


household items as subjects for a 
series of war activity films in sup- 
port of WPB conservation efforts. 

Screen Broadcasts, producer of 
sponsored films on war effort sub- 
jects, submitted 27 subjects under 
consideration to store managers for 
guidance in final selection of sub- 
jects. The poll was not expected to 
provide suggestions for the full 
series of 26, since several films, spe- 
cifically requested by WPB, had 
already gone into production. 

The films, less than a minute in 
length, are designed to demonstrate 
how needless waste and careless 
destruction of articles in daily 
household use will seriously affect 
war supplies in months to come. 
Each film will be concluded with 
the sponsor’s name in both narra- 
tive and visual form. 

In polling the 2,200 department 
stores, Robert Harper, assistant to 
the president of Screen Broadcasts, 
explained that the stores had been 
consulted because they keep their 
fingers on the pulse of demand, and 
they know the latest details of 
shortages, critical items and irre- 
placeables in the community. 

A letter from Howard Coonley, 
director of the WPB conservation 
division, was enclosed, stating that 
needless destruction and waste of 
articles can be remedied through 
simple care and precaution. 

“The series of conservation films 
developed by Screen Broadcasts, 
aimed at cutting unnecessary waste 
and encouraging practical conserva- 


tion, is one of the most effective 
programs in which we have partici- 
pated,” Mr. Coonley wrote. 

Altogether, WPB suggested 50 
topics to Screen Broadcasts. Four 
“super-critical” ones, including care 
of electrical appliances, will be re- 
leased within a few days. Addi- 
tional subjects under consideration 
cover kitchen utensil care, use of 
home tools, care of clothing and 
linens, rugs, paint and numerous 
other items. 


Defoe Launches Drive 


Defoe Shipbuilding Company, Bay 
City, Mich., is launching a campaign 
in magazines, newspapers and busi- 
ness papers, starting in October, to 
sell industries other than shipbuild- 
ing on Defoe methods, with the 
object of- aiding them to provide 
maximum postwar employment. 
Maxon, Inc., Detroit, is the agency. 


Named Associate Editor 


J. K. Novins has been appointed 
associate editor of the Underwear & 
Hosiery Review, New York, suc- 
ceeding Henry Cabot who has re- 
signed to join Carl Byoir & Asso- 
ciates, public relations counsel. 


Lucas Joins Y&R 


Rupert Lucas has resigned from 
the Canadian Broadcasting Cor- 
poration to join Young & Rubicam, 
Hollywood. He will direct Inter- 
national Silver Company’s radio 
program, “Theater of the Air.” 


> 
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Getting Personal 


Bill Morrison, former acct. exec. with Garfield & Guild, San 
cisco, is now a pfc. in the Signal Corps, stationed at Sacramento. p,j_ 
vate Morrison’s present assignment is preparing Army training » jap. 
uals. . . Samuel W. Meek, v.p. in charge of international operation: fo, 
J. Walter Thompson Co., is chairman of Gov. Baldwin’s public a jvijg. 
ory committee for the state of Connecticut. . . 

For the first time in its 20 
years of existence, the Advertis- 
ing & Selling Course, conducted 
at the Ad Club of New York, will 
have a clinic on export advertis- 
ing, under the guidance of J. B. 
Powers of the Export Advertis- 
ing Association. . . 

Gertrude L. Rossiter, editor of 
Fashion Accessories, is visiting 
friends on the Pacific Coast, 
where for many years’ she 
worked for stores in Seattle and 
San Francisco. . . Ruth Water- 
bury, Hollywood editor of 
Movieland, visited New York re- 
cently to confer with her pub- 
lisher, Alex L. Hillman. Ken 
Joy, promotion manager, threw a 
party for Miss Waterbury at the 
Stork Club... 

Carlton Pearl, of the CBS press 
information dept. and Mrs. Pearl 
are the parents of Carleton Day 
Pearl, born Sept. 5... Sally War- 
ren, member of the NBC press 
dept., won a $25 war bond for 
the best program idea in connec- 
tion with WEAF’s participation 
in the 3rd War Loan drive. All 
told, NBC awarded $200 worth 
of war bonds to employes for 
submitting the best slogan, pro- 
gram and promotion ideas... 

It took no less than 14 visas to 
get in and out of Latin Ameri- 
can countries, but Shirley Wood- 
ell, recently sent on an explora- 
tory trip by his agency, McCann- 
Erickson, and Dick Hildreth of 
Standard Oil, did right well with 
a “Muchas gracias, senor” here 
and a “Hasta la vista” there. . . 
Pvt. Richard Pack, former pub- 


i ran. 


GOOD CATCH 


las 


”? 


A ration-less treat was provided by A. C. 


7} 


licity director of WOR-Mutual, 
has been assigned to the public 
relations office, First Air Base, 
Mitchell Field, New York. . . 
Alfred J. McCosker, chairman of 
the board, MBS, is now a grand- 


Ebbesen, ad manager of Wm. Jameson 
& Co., who is shown here with his 6!/4-Ib. 
large mouth bass and an admiring friend. 
The picture and fish were caught on 
Labor Day at a lake near Tuxedo Park, 


TODAY ALL OF THESE ARE MADE 
FROM COTTONSEED 


Plastics Bookbinding 

Cooking Oil Washing Powder Of all the miracles wrought by research chemistry, none 
Salad Oil Candlewicks has a story more fantastic than today’s vast cottonseed 
Cellophane Lacquers industry with its infinite products! Cottonseed today ranks 
Soap Tooth Brushes fourth in importance among all the grains and seeds pro- 
Auto Accessories Mattresses duced on American farms, and Memphis is the world 
Linoleums Upholstery capitol of the cottonseed industry—largest producer and 
Artificial Leather Waterproofing manufacturer. The cottonseed industry is another corner- 
Phonograph Records Radio Sets stone of Memphis’ stable, lasting prosperity—guarantee of 
Artificial Silk Celluloid permanent sales gains. And every advertising schedule 


should include the Memphis Press-Scimitar — one of 
America’s finest evening papers. 


Cottonseed derivatives are used Virtually all movie film, camera 


in the manufacture of nitroglyc- 
erm, smokeless powder, guncot- 
ton, TNT, dynamite, and other 
war explosives. Cottonseed is 
building a far more prosperous 
South. 


The Memphis Prees-Scimitar 


Appeal are the two great Scripps-Howard News- 


papers serving Memphis. 


National Advertising Department of Scripps-Howard 


Newspapers. 


film, and X-ray film are made in 
part from cottonseed derivatives. 
Food products for every table come 
from cottonseed oil — shortening, 
margarine, etc. 


and The Commercial! 


Represented by the 


Cottonseed meal is universally 
used in animal feeds—by dairy 
farmers, Western cattle and sheep 
ranchers, Southern planters using 
work stock. Memphis is the larg- 
est feed manufacturing center in 
the South. 


MEMPHIS 
PRESS-SCIMITAR 


pa following the birth of a : 
daughter to Mrs. Sheldon Van Dolan... 

Don Kelley, sls. prom. dir. of WLS, Chicago, has been on a two- 
weeks’ fishing trip at Rainy River, Ont. . . “Hap” Hadley, N. Y. com- 
mercial artist, was one of the judges who had the difficult job of 
selecting this year’s Miss America. . . 

Lt. Walter M. Schwartz Jr., pres. of Proctor Electric Co., Philadelphia, 
has been awarded the Distinguished Flying Cross for gallantry in 
action in the Middle East area. Lt. Schwartz took a leave of absence 
in the spring of ’41 to join the Royal air force, with which he served 
in Africa. When we entered the war he transferred to the U. S. air 
forces and now holds the position of leader of “C Flight”... 


FOURSOME AT QUAKER RIDGE 


At The American Weekly's golf party at the Quaker Ridge Golf Club, W. C. 

Bittel Jr., far right, of Kenyon & Eckhardt, tied for winner of the Blind Bogey- 

Kickers Handicap prize. Left to right, the others in the foursome are: Dave 

Apgar, The American Weekly; Richard Gulick, Chas. Dallas Reach Co.; and 
Everett Hoyt, Chas. W. Hoyt Co. 


William 8S. Street, vice-president and general manager of Marshal 
Field & Co., will celebrate his thirty-ninth birthday Sept. 30 by ad 
dressing the Chicago Federated Advertising Club on “What’s Aheac 
in Merchandising?” He is one of the youngest major department stor« 
executives in the country. . . 


Vernon H. “Bing” Smith, ad manager of the Omaha World-Herald 
has been appointed chmn. of the publicity committee of the Omaha 
Chamber of Commerce. Another civic-minded Omahan is Morris 
Jacobs of Bozell & Jacobs, who has taken on the chairmanship of the 
publicity committee for the United War and Community Fund cam- 
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Opener in Derby Foods’ expanded fall 

campaign for Peter Pan peanut butter 

was this full-color page in This Week 
Magazine. 


Derby Swings Into 


Record Drive for 


Peanut Butter 


Chicago, Sept. 21.—A full-color, 
full-page advertisement in the Sept. 
19 issue of This Week Magazine for 
Derby Foods’ Peter Pan peanut but- 
ter launched what is believed to be 
the largest advertising campaign 
ever put behind a peanut butter 
product. 

The new campaign, an intensifica- 
tion of the regular Peter Pan pro- 
gram, includes the use of 1,000-line 
full-color insertions in The Ameri- 
can Weekly, Parents’ Magazine and 
Woman’s Day, as well as This Week; 
two-color copy in trade publica- 
tions; and black-and-white inser- 
tions in Family Circle, McCall’s and 
25 daily newspapers. 

Emphasis throughout the series is 
placed on Peter Pan’s “creamy- 
smooth velvety texture,” tying in 
with the slogan, “Does not stick to 
the roof of your mouth.” Copy 
stresses the food value of the prod- 
uct, pointing out particularly its 
“much-needed proteins” and “im- 
portant amounts of such vitamins as 
thiamin and niacin.” 

Each advertisement in the con- 
sumer series illustrates five tested 
recipes and carries a coupon offer- 


CHE CATCHERS 


AD-MEN READ THIS! 


Have you seen this great 
collection of New Sales 
?romotion ideas? 


109 new promotion photos released 
every month . . . 10,000 available 
novr files... BIG MONEY SAVER! 
PROBLEM SOLVER! Lightning 


5] service . . . Glossy photos or 


ing a free Peter Pan recipe booklet. 
Needham, Louis & Brorby handles 
the account. 


R&R Directs Radio 

Ruthrauff & Ryan, Chicago, has 
been appointed to handle the radio 
advertising campaign for the $13,- 
000,000 Chicago Community and 
War Fund drive which starts Oct. 1. 
Ros Metzger, vice-president and 
radio director of the agency, will 
be in charge. 


Agency Changes Name 
The company name of Rogers & 
Smith, Dallas, has been changed to 
Herbert Rogers Company. The 
change does not affect the owner- 
ship or financial structure of the 
agency, which has been owned and 
operated by Herbert A. Rogers for 
the past seven years. 


Shoe Company 
Copy Stresses 
Fifth Freedom 


Columbus, O., Sept. 22.—Stressing 
private enterprise asthe fifth free- 
dom, the Julian & Kokenge Com- 
pany, manufacturer of Foot Saver 
and Dr. M. W. Locke shoes for 
women, has released a limited 
institutional advertising campaign. 
The initial insertion appeared in 
the New York Times Sept. 12, and 
the copy is to appear later in other 
consumer and business publications. 

The opening message portrays a 
sculptured figure representing free 
enterprise, and directly above the 


‘illustration bears an apt quotation 


from one of Winston Churchill’s 
speeches. Brief copy beneath the 
drawing is headed in bold-face type, 
“Private Enterprise ... the Fifth 
Freedom,” and says that “A free 
man’s world is built upon the foun- 
dation of private enterprise . . . the 
freedom of opportunity for labor, 
industry and science to work, un- 
chained by regimentation.” 

Free mats or reprints are offered 
to any organziation wishing to run 
the advertisement over its own sig- 
nature. Willard B. Golovin Com- 
pany, New York, handles the ac- 
count. 
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Big Latin American 
Drive for U. S. Films 


Selecciones and Selecoes, the 
Spanish and Portuguese editions of 
the Reader’s Digest which reach 
more than a million readers in Latin 
America, will carry Columbia Pic- 
tures advertisements during 1944, in 
the first step of a widely expanded 
advertising program. Columbia will 
follow these advertisements with an 
extensive campaign utilizing local 
Latin American trade, fan and 
weekly publications in an amount 
greatly exceeding that for the two 
Reader’s Digest magazines. 
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TORONTO MONTREAL WINNIPEG 


GIBBONS KNOWS CANADA 
J. J. GIBBONS LTD. 
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MERCHANDISING 


- TORONTO 
CALGARY 


EOMONTON VANCOUVER 


Li about our unique EY E*- 
‘HER membership plan at only 
nonth. Send the coupon NOW! 


EYE CATCHERS, INC. MAIL THIS NOW 


WE. (8 St., New York, 16 
, and 


send us FREE  proofbooks 
of your $5 a month membership plan. 
ves not obligate us in any way. 
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FOR YEARS Los Angeles has been America’s second largest tire producing 


Right now synthetic rubber plants are in production on a scale that as- 
sures over five million tires yearly! 


Firmly founded famous name industries have made Los Angeles a focal point 


of payrolls and people. . .the nation’s Number Three market, where effective 
buying income is the highest of any city over a million. 


Take full advantage of this market's present proven buying power, and in so 


doing also become established firmly for almost unbelievable postwar potenti- 
alities. 


To accomplish this, build your Los Angeles advertising campaign around The 


Evening Herald-Express. ..now, as for years, the outstanding leader in circula- 
tion among all daily newspapers—morning or evening—in the West. 
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Comic Books 
Come of Age as 
National Medium 


New York, Sept. 23.—Comic mag- 
azines, once regarded tolerantly as 
a harmless means of keeping the 
kiddies quiet for a time, in the past 
year or so have marched ahead in 
seven league boots. 

The change has not come about 
by itself, but through careful study 
of comic magazine _ readership, 
through circulation promotion, and 
through the application of advertis- 
ing techniques which hitherto were 
reserved for the slick paper groups. 

Editorially, too, the comics are 
coming of age. The horrible kin- 
dergarten art of the early days has 
given way to the skill of trained 
artists, so that the characters 
themselves, the clothes they wear, 
the futuristic machines they pilot 
through the celestial regions, and 


~ Powerful | 4 
‘Transmitter 


the landscapes which surround 
them bear a close resemblance to 
reality. In short, they are well 
drawn. 

A case in point is the Fawcett 
Comics Group, published by Faw- 
cett Publications, Inc., New York, 
which this month for the first time 
began selling space in eight comic 
magazines in combination to na- 
tional advertisers. All of the comics 
are monthlies, and advertisers are 
guaranteed a circulation of 2,400,- 
000, although, according to Eliott 
D. Odell, advertising director of 
Fawcett, total circulation is now 
approaching the 4,000,000 mark. 


Rates Are Substantial 


Although very much lower than 
comparable rates for the same cir- 
culation in general magazines, ad- 
vertising tates for the comic group 
touch figures~ which aren’t hay. 
Back covers on a group basis are 
sold for $2,600; inside covers, $2,000; 
center spread, $3,600; one page, 
$1,800; half-page, $900. All rates 
apply to four-color copy. 

The comic magazines almost from 
the beginning have carried adver- 
tising of a sort, but from the stand- 
point of the modern advertising 
agency it was definitely the “wrong 
side of the tracks” copy. But that 
condition is not true today. Comic 
magazines are now carrying the 
advertising of many well-known 
firms. 


Mr. Odell cites a number of in- 
stances of merchandising success 
through the use of comic magazine 
advertising. 

One was Remington Rand, which 
took a four-color full page to offer 
a $55 “deal” consisting of a port- 
able typewriter, a desk and a chair. 
The advertisement cost $900, and 
actual sales from coupons was 
$7,078, and there were additional 
hundreds of inquiries. 

Another was the National Radio 
Institute, Washington, offering a 
course of instruction costing near 
$100. A one-page test was made 
in one comic book with the result 
that this advertiser is taking six 
pages, including back covers, for 
next year. 


Women Read Them, Too 


And proving that the comics have 
adult readership, too, Mr. Odell 
cites the Ideal Portrait Company of 
New York which ran a full page 
in black and white offering to 
enlarge treasured photographs, and 
found that 60% of its replies were 
from married women. Adult read- 
ership is also shown, Mr. Odell says, 
by the fact that comics outsell all 
other magazines in Army camps. 

Comic magazines pass from hand 
to hand rapidly. Young people 
from eight to 18 trade, borrow and 
sell them. It has been estimated 
that the average comic magazine 
reader peruses 11 a month, and that 
the life of a comic book is 90 days. 

To facilitate use of its Comics 
Group, Fawcett offers the eight 
magazines in two units of four each, 
the Red and the Blue. Circulation 
guarantee on each is 1,200,000 and 
advertising rates are scaled down, 
| starting at $1,400 for the four back 
covers in four colors. 

Biggest attraction of the Fawcett 
| group is “Captain Marvel,” created 
| by Clarence Beck. Captain Marvel 
|} is a working boy who has the abil- 
|ity to assume the strength of a 
| Colossus, who can defy time, space 
jand the laws of gravitation, who 
|rights wrongs and proves that crime 

ame not pay. 

Other comics in the group are: 
“Captain Marvel Jr.,” “Wow Com- 
‘ics,’ “Funny Animals,” “Whiz 
Comics,” “Master Comics,” “Cap- 
|tain Midnight,” and “Don Winslow 
|of the Navy.” 

To create the monthly cartoon 
| continuity for these many charac- 
| ters Fawcett has 35 artists of its 
|own, and farms out large contracts 
'to outside artists. Some of the plot 
and situation ideas are the work of 


Fawcett idea men, while others are | 


obtained outside. 


EASY JOB 


Nothing is too tough for Fawcett's lead- 
ing comic character, Captain Marvel, 
who's ready to toss a bomb. This in- 
signia was adopted by a dive bomber 
squadron in the Navy. 


comics as reading matter for chil- 
dren; whether children influence 
buying of products advertised, etc. 

The survey will be completed in 
about 60 days. 


SURVEY REVEALS 
HIGH READERSHIP 


New York, Sept. 22.—The Na- 
tional Comics Group has just com- 
pleted a comprehensive survey of 
comic magazine readership, based 
on house-to-house interviews in the 
typical community of Hudson, N. Y., 
with a population of 11,517. 


project results to nationwide figures, 
the study revealed that 30.4% of the 
population of Hudson reads comic 
magazines—and that 38% of the 
total number of readers are over 
18 years old. 

National Comics includes a group 
of 19 monthly and quarterly comics, 
published by several interlocking 
firms, which guarantee an over-all 
circulation of 6,500,000 for the 
group, 3,000,000 for the quarterly 
unit and 3,500,000 for the monthly 
unit. Current delivery is running 
over 8,500,000. Representing Na- 
tional Comics Group in the national 
advertising field is the firm of Rich- 
ard A. Feldon & Co., New York, 
formed last spring to promote comic 
magazines as a national advertising 
medium. Principals are Richard 
A. Feldon, formerly advertising 
director of Liberty, and Erik R. 
Singer, for six years vice-president 
of United States News before join- 
ing Liberty in 1937. 


Stewart Handles Survey 


The survey, conducted by Paul W. 
Stewart & Associates, New York, 
reveals that 93% of the children 
between the ages of eight and 15 
years of age read comic magazines. 
The percentage decreases to 72% for 
boys and girls between 16 and 17 
years of age, to 27.3% for adults 18 
through 34 years, and to about 10% 
for adults 35 years and over. 

mgd facts revealed by the sur- 
ve 


While it would be incorrect to y Poin 58% of the readers are in 
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the middle economic group; 3: %, , 
in the low group; and 8% .» the 
high group. . 

Among boys and girls the »ade, 
ship proportions do not var, gj 
nificantly with economic tat, 
Among adults, however, the p-opop. 
tion reading comics decrease. wis, 


increasing income. 

The favorite comic map zine 
among boys are Batman, Sup rma, 
and Captain Marvel. Amon; 


inl 
the favorite magazine is \V bn 
Woman, followed by Batmay ang 
Superman. : 

Among adults, Superman |; th, 


favorite. 

Of the magazines found 
home, Batman, Superman, C 
Marvel, Walt Disney, and W 
Woman were found most frequ 


the 
Dtair 
nder 
ntly 


Readership High 


A high proportion of those 
viewed stated comic magazine 
not only obtained by purchas« 
newsstands, but also by trading ang 
swapping, indicating that newsstang 
circulation alone grossly wnderestj- 
mates total readership. 
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A DIRECT MAIL 
ADVERTISING SERVICE 


John a McElwain & (Co, 


Phones Webster 2336-7 
607 S. DEARBORN ST. 


CHICAGO 


‘a 


time products, trade-marks, and names 


Editor in direct charge of the | 
comics is Will Lieberson, who bat- | 
tles and cajoles with artists and | 


idea men until he gets his concep- | 
tion of what Young America wl | 
thrill to. Editor-in-chief of Faw- 


| cett Publications, which number 20 | 
covering various fields, is Ralph | 
Daigh. Art director in charge of all 


| Fawcett publications is Al Allard. 

| Fawcett at the present time is 
}conducting a nationwide survey of 
the comic field through Market 
|Research Company of 
New York. It seeks to determine 
the number of comic books read 
each month by an_e individual: 
| favorite comic book; how many 
| obtained by purchase, trade, 
‘borrowing; how parents feel about 


SCRIPPS-HOWARD NEWSPAPERS 


NEW YORK . . .World-Telegrom COLUMBUS... .. . RR... « Rocky Mt. News EVANSVILLE... ...- 

| CLEVELAND... .. Press CINCINNATI... .. . . Pot gee «= BIRMINGHAM... . . . Pet WOUSTON. .....-- Press 
PITTSBURGH. ...... Press KENTUCKY ....... Post Commerciol Appeal FORT WORTH... .. - Press 
SAN FRANCISCO .. . . News Covington edition, Cincinnati Post Press-Scimitor ALBUQUERQUE .. . . Tribu 
INDIANAPOUS. . . . . . Times KNOXVILLE . . . News-Sentinel [ie ‘Bgl WASHINGTON... ... News EL PASO ..... Herold-Po 


America, | 
NATIONAL ADVERTISING DEPARTMENT - 230 PARK AVENUE- NEW YORK 


| 


DEDICATED TO THOSE WHOSE CONVICTION IS “Tl 
INDIVIDUAL ENTERPRISE AND WHO ADVERTISE 
NOW TO INSURE ITS CONTINUANCE 


ANY MAY BE UNWITTINGLY 
contributing to unemployment 
at the end of the war, by allow- 
ing the public to forget what their peace- 


look like. The largest employers, on a 
continuous basis in the past, have been 
those whom people have known best 


through advertising. 


Advertising —wisely planned, placed, and adequately continued— 
cheaply and efficiently enlarges the use of a product or provides 
the basis for an enlightened, intelligent public opinion. 
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“BBelieve Magazines 
“BMay Escape New 
. lash in Paper 


rl Continued from Page 1) 

ne clear and everyone concerned 
4 should understand that the industry 
he cannot count on borrowing from | 


ther essential demands to reduce 
further curtailments that are in- 
evitable through a large part of 
1944 
Mi 
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Nelson said that Canada 


O ADVERTISED WHAT 


IN THE LAST WAR? 


@ Many manufacturers and their advertis- 
ing agencies are trying to remember what 
the competition did 25 years ago. 

How much simpler it would be if every 
one of these manufacturers had a clipping 
book for the war years that showed all edi- 
torial publicity and competitive advertising. 

We can help you build such a permanent 


record for the years to come, at a remark- 
ably low cost. 


Just ask for Booklet No. 20. 


N'S CLIPPING BUREAU 
ESS FARM GENERAL 

. Marchs WK partes MAGAZINES 

vi N. LA SALLE ST., CHICAGO, ILLINOIS 


would maintain newsprint deliveries} months,” increased production will 
at 210,000 tons per month until the| not stave off impending limitations 


end of 1943, “but that the figures 
that are presented to us indicate 
that wood is not being cut in Can- 
ada at a rate which would yield 
210,000 tons of newsprint per month 
except at the expense of other 
essential needs.” 

To meet his request for continued 
deliveries at the 210,000-ton rate, 
Mr. Nelson said, Canadians will 
have to draw on inventories of wood 
and pulp, and officials estimate that 
by spring these inventories will be 
at the absolute minimum at which 
operations can continue. 

“Thereafter, production of pulp 
and newsprint together cannot ex- 
ceed the supply of new wood,” he 
continued. 

Mr. Nelson said WPB “is fully 
cognizant” of the important services 
rendered by newspapers, and prom- 
ised that it would not only dis- 
tribute the diminished supply, “but 
also would increase the supply by 
every means consistent with over- 
all war requirements.” 

He said every effort would be 
made to beat the manpower prob- 
lem but that “the shortage of man- 
power is a critical problem to many 
industries” and “it is not likely that 
any large pool of additional labor 
can be found.” 


“In Canadian Hands” 


He also pointed out that since) 


increases in wood production could 
not be felt “for from ten to 18 


for the first half of 1944. 

He explained that only 23% of 
newsprint consumed here is made 
in the United States, so the solution 
lies in Canadian hands. 


Other Demands Cited 


“Of course,” he said, “other Cana- 
dian industries also face manpower 
shortages. It must be remembered 
there are demands on Canada’s 
wood supply for other pulp and 
paper products besides woodpulp.” 

He mentioned waterproof con- 
tainers for the armed forces, mate- 
rials, and explosives, “as vitally 
essential uses” of the wood supply. 

With the Nelson report before it, 
the magazine sub-committee appar- 
ently decided to take action along 
the same line of the newspaper 
committee, to use the paper now 
and make up for it next year. There 
had been some feeling among maga- 
zine publishers that the newspapers 
had been less faithful in meeting 
cuts, and that magazines should fare 
better at this time. 


Survey to Be Made 


The survey of paper needs ap- 
proved by the sub-committee will 
probably be sent out soon by the 
printing and publishing division. 

It will ask the amount and weight 
of paper used this year and esti- 
mated needs next year, and will be 


|similar to a questionnaire sent to 
|newspaper publishers. 
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Container Corp. 
Asks Public Help 
in Paper Salvage 


(Continued from Page 1) 


as discarded cigaret packages and 
used match books. 

Appeal was made to  parent- 
teacher associations, scout masters, 
OCD salvage wardens, school prin- 
cipals and churches to organize their 
groups for paper salvage, while the 
public was asked to help in the 
drive as a patriotic duty. 

“Remember, carloads of waste 
paper are needed right now,” the 
reader was told. “Mills are partly 
idle for lack of it. Save every scrap 
of waste paper. Sell it to your junk 
dealer or give it to your schools, 
churches, Boy Scouts, organized 
charities, building superintendents. 
If you cannot locate such sources in 
your community, call Chicago—Na- 
tional Salvage Program, War Pro- 
duction Board, State 8787.” 

While the page advertisement did 
not run in Chicago dailies, it ap- 
peared in newspapers from Wauke- 
gan to Gary, including such impor- 
tant centers as Elgin and Joliet to 
the west. In addition community 
newspapers in every Chicago neigh- 
borhood and suburb were used. It 
is possible that additional advertise- 
ments of the same kind will be run 
later on, especially if the effect of 
the current effort is found to be 
good. N. W. Ayer & Son, Chicago, 
is the agency. 


Paepcke Sounds Warning 


Walter P. Paepcke, president of 
the Container Corporation, issued a 
statement regarding the paper sal- 
vage campaign in which he empha- 
sized the seriousness of the situation 
from the standpoint of maintain- 
ing production of paperboard. He 
pointed out that great quantities of 
containers carrying supplies to the 
armed forces have been shipped 
abroad and cannot be recovered, 
putting an additional burden on 
domestic resources. 

“The paperboard industry is the 
principal consumer of waste paper, 
from which a large proportion of 
its product is made in whole or in 
part,” he continued. “The paper- 
board industry and its associated 
fabricating plants produce a major 
part of the packages, containers and 
protective devices which make the 
transport of merchandise possible in 
our present-day economy, whether 


for war or for essential civilian 
trade. 
“Of increasing concern to gov- 


ernment officials, military agencies 
and industrialists has been the 
the growing shortage of paperboard 
containers and packages. The total 
demand this year is estimated at 
about 8,000,000 tons, but at its pres- 
ent rate of operations the industry 
will be able to produce about 7,500,- 
000 tons. The situation seems to)| 
become more critical each week. 


Shutdowns Occur 


“The growing shortage may make | 
it impossible to continue at present 


manufacturing schedules. Some 
|mills operating seven days a week | 
|have had to curtail to six or five 
'days a week, and in some cases 
‘appreciable shutdowns have been | 
|oecasioned by lack of this primary 
|raw material.” 
| Inquiry among manufacturers and | 
-users of book and printing papers, | 
who are likewise interested in sal-| 
vage of waste paper, since much of| 
|the book paper produced contains 
|some old material, discloses that no 


|plans have been made on their} 
behalf to stimulate collection of 
|waste. However, the success of the 


| paperboard industry in its salvage 
/operations will relieve the pressure 
on the pulp supply for production 
of packaging materials, and will 
thus help the situation with the 
newsprint and book paper mills. 
Many in the latter field, however, 
| believe that an organized effort to 
|encourage the salvage of old maga- 
|zines, particularly, would help the 
book paper mills increase produc- 
ition, as anywhere from 20 to 70% 
of book paper can be made of pulp 
| from salvaged paper of this type. 


CBS Promotes Lane 


Howard Lane, CBS central di- 
vision manager of the station rela- 
tions department, has been ap- 
pointed to the newly created post of 
| director of station relations for the 
beg network, with headquarters 
in New York. 
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Publicity Club Elects 


Fred Ashley of the Chicago As- 
sociation of Commerce has been 
elected president of the Publicity 
Club of Chicago, succeeding E. M. 
Claypool of the Illinois Central 
Railroad. Other officers are: Frank 
L. Rand, first vice-president; Rich- 
ard M. Rummel, United Air Lines, 
second vice-president; Hazel Fer- 
guson, Butler Bros., third vice- 
president; Mildred Bruder, Chicago 
Public Library, secretary; and Dan 
Thompson, National Safety Council, 
treasurer. 


Omega Plans New Drive 


Omega Chemical Company, Jersey 
City, maker of Omega oil, which 
launched a summer advertising 
campaign for the first time in many 
years (AA, June 14), will continue 


with new copy in newspapers 
throughout the country in No- 
vember. Spot radio will also be 


used. The present campaign, using 
newspapers in 15 cities, will close in 
October. Cecil & Presbrey, New 
York, is the agency. 


50,000 WATTS 
mm 1520 K. Cc. - 


Buffalo’s Most 
— Powerful | 


Transmitter 
‘ails Nec 


BUFFALO os 
BROADCASTING CORPORATION 


| 


! rs 5 fad pee ee Be as ear fer Ba . hs \ Te ay + Mews 
ot ee 7 i ” cs ‘ - . : ee : . ee a <: : oe || a a SU ight a 7 7 3 ba. i oe ‘ge ee ae a a wt “ ; sae . ie mA ‘es : : 
~ PaaS ieeliag 
| | co: 
| | ‘ ‘4 
eee ee Sas te 
| pe . ” me 
; : “— a _ 
7 
: 7 
: 
— : 
he 
ler 
ly | " 
a NS a 
Te ee oe 
m : aia 
nd il <A om 
nd . 
i- ; 
ee | 
— : 
= ; =) 
ee : 
| ote EY PY oa Be : 
De con fos ‘oe ; 
' | ey owe, a ; 
- ee - ° ; “j 
= = 4 
Oo"... Fors oe Bt Te Bt “aca Sa 3 ee me x a | 5 NO) all | 
' Ss gs oP : ™ . ee ae Binge wd i Oe y eo es, sale wae 
, M2 r P | ; 7 ‘ a 4 * 
“7 BS i ss s _ 
a. | : ff 
: ee : 4 | ja y ‘a 
oY “~ nb 
é . : j aes eS oe * e # tee Fie 4's | " “eG 7 - —_— ; te. 
at ‘ or, oe & be : . . : - ‘o - 
i ; Pe t fs 2 i = ise 7 ad ." ee a a 
2 es” . * i © oe ss a ea . ey “ | 7 7 4 ¥ g& 4 . i ie 4 
we re s e .2 ; a Me ae 4 we, nme ot gies j * a <8 aie ¢ 7 
i y o fe Bo, \ SEL sie oe ee o ; sa | ; on | 
gaa » ‘ B ee L a = hay re ; ; 4 ; 
: 2 ; - . : ti ie tp ss oO Se ae sh . _ iby pe ‘ 
, wi hy ‘ ee \ \ a4 & ee f | - JF ZA FT f : 
4 ys, vs : 3 : i ‘aa ‘ ; - re, 
oy bt. le a | &£ - / cme °? ne a 3 
ap ee | £ INS | | a 
= . Pe , Be . a pete \ B ; 4 = 4 a Sims gers & = es = a 3 Tae a | F 
SZ Ca ys - eet. 4? an Se tgs See me, £2 F 
; z* wy 3 " Png ee f Ss & * 4 e : : 
‘ad é } sai 5 oft e re £ : % : 
. CA , - es ae , w = 4 a’ ae vi 7 
, 5 Ns) 50 oe 3 eo mn oe es bi tai | 7 ‘er 
me i ee ee ee § | mnt 
-_ * as ae: —t Not iust a Wa’ |. tae eae brains. = 
‘ — . ae 4 fe ae > ee ce rig Ria ks _ 
/'’ &. i NOt GO ae ee Oe a 
¥ a Fone ¢€ en at rand : par ; ets . oe 
7 ® 4 — 4 
i es roe aD? te Pe, " Ye hg CEP. bl “ “ ® ~. - . 
a yy in ee Res gees Be ed SS he, he ee a Selb . ; 
‘ 4 me “es Paes. Z ee es Sek PMS he ON , a a i By jai fei i. f 
| i ie | When the leading building contractors | | a E ~“] nal a " 
a : oe PK > wg : Pe ew “ i mi > J 4 ‘ aren oi : ie pe us Kee ra ie 
4 - * _ were asked, “Who specifies building | AD , oe 
Ne oe oak oer i ee eee a ale: 
. » Sa <ate j : oe ae aye ies ki [tle eather, 
' Fi | materials and equipment?”...... |) © Rei 
: re: a Bi, Set : a Re? ae : n Th or e NN hee HS Ws . Ex Ce 
"=e ks ae 1; Poet Tapa: Se ~ i> Tia Es 
f 3 | 80% REPLIED, “THE ARCHITECT” | WN - 
7 7 » - j in as. - 4 AN on 5 
a | 80% REPLIED, “THE ARCHITECT” | TAS 
: 4 “ha S a yee 5 x : , 
$ z, a! 4 ee ee whee tS % MS? ig Se eee Ss /f "N cal 7 
2 eS eS ae Se SOF SEE. NER ae é TIN be 
ey ‘eee af 's Oe: OS eae Se aaa ear ee eee YN we OK a 
.* ly ' . ving — a6 fe en Oo ‘ni ’ lae 1 ae . j * ‘ ; F 
: ™ es Set Pa 2 ea wer ree YN’ . a 
an theres no too $0 al ad rhe “f ’ Zine . tj \. \ . a alt 
"4 ; Be le ec. es i pg es oe Rte. aes stele - Yoni si -_ 
' a. a ect ta Fr 7 aaa wee or yy Wee's a a 
3 o oe . P he ito? oe gp cs 5 © eg : Xe aS S mit - ¥ 
\ = B, ios % ; /) SS x \ ; — 
. a eee @ am a a CO al li aah ol oT oO 
\ , P ‘g * ; Ret GS ae = z Meg AS ‘< ss a ae ‘ “a . : a PS be east *" 4 - ~ s : at = A , " - 
i” > NEW PENCTI PC ‘\ 4 ~aee 7 
-_ b. ~ eo Fin z co ele 
4 q a : : u 5 J ~_ — : ’ ? » re wear ia 
2 + : j Pe —¢" i ia OPE leo meee a ma St ae se Pe ar ee eee pe A TUR a ' 
e. on ee d as if ( wre a 4 : 
F : , i oe eee ee tm | ee <\ ‘ tee rs 
7 : ‘ 7  * , oh ony & Y N f > BG aa 3 
“ Sy ee. A ee : Bap : igs —— : q ‘ : — IS ae: ee 
i a | pry i ai | me ira ye _ 
: j a 6 ~_ 4 , é: j > me 
: a % — er ee et at the 3 i te Se te Sua ys ee A \ , J saa 
4 ra et ae < Wigde 4 5: « ae : a z = na 
él F i 3 Ls = Ree : gies At : 4. ia ? , Zits 2 ae 
2: a P . Be ee : wy aah f SO eae a> ° . alee, 
ey as # iy ity De . %, be ae ae P as > pa lS ~~ oe ee 
A ge : “a ; tn Percen ag > of bscri tion Kene ts ; ——- 
antes Si) pat ert aac oie mae —= i 
¢ . ’ portal — 4 en me 
\ ; ; Te ee ; — 
i . / \ $ | $3 a ‘ : sae’ 4 
4 * i ee et eee > ee ee a Sis 
| . 2 *. REINHOLI Z tual * va and de { | . | i } 
i «perieaie be r= 
yf poh Ree eee CL ; : 
a Me . Siig zs Ss 
or | TE | | fF 
. .. | + a re ‘ oem: ‘ 
© 330 West 42nd Street * NEW YORK CIT = ae 
PS | 
, a " , , ee 
Fes ee BNA ase Oe eee tees Ses 5 th i ae te TiS PP ae oe eee BEE Oe See heen RAR Csd ie Be a a Se 
Bad é - i ti i. aK 4 Maha ied at cs y se Pee = athe Bec: 2 oe cular ey Pipe he 3 ve %; oes ee a as te giles he iy # ah we a 
ome ey aie tee. : tp gs oe ek Ba te lane ee wy x "ES Maree pane : ae 
ay “3 i ee a Se ne on eee ee ae Re ES Mas Sra . ay rg 
ee SS" e- 3 5 a a a ’ © ay ‘ PW Tat, Pe ee ee PTS t 4 . ri , oe wt, ae < Se—is Ullas | 


56 


Seven American 
Home Companies 
Form Wyeth, Inc. 


New York, Sept. 23. — Seven 
wholly-owned subsidiaries of Amer- 
ican Home Products Corporation 
have been merged to form Wyeth, 
Inc., one of the nation’s largest 
ethical-drug firms operating in the 
pharmaceutical, biological and nu- 
tritional fields, it was announced 
yesterday. Harry S. Howard, presi- 
dent of the parent company, has 
been elected president of Wyeth. 

Companies in the corporation, 
whose total sales equalled approxi- 
mately $30,000,000 in 1942, are John 
Wyeth & Brother, New York; 
S. M. A. Corporation, Reichel Labo- 


RELATIONS — 


PUBLICITY. EXPLOITATION & 
PROMOTION executive with 
outstanding record of success- 
ful national campaigns: wide 
experience and contacts in 


newspaper, magazine, syndi- 
cate, radio and commercial 
fields: highest credentials; 
available immediately for cor- 
porate of agency affiliation. 
Box 4317. Advertising Age. 
330 W. 42nd St.. New York City 


ratories, Gilliland Laboratories of 
Marietta, Pa.; General Biochemicals, 
Chagrin Falls, O.; Petrolagar Labo- 
ratories and Bovinine Company, 
Chicago. 

Officials in addition to Mr. How- 
ard will include Frank F. Law, vice- 
president, pharmaceutical division; 
Clyde C. Marshall, vice-president, 
nutritional division; and Dr. John 
Reichel, vice-president, biological 
division. 

Mr. Howard announced that one 
of the chief interests of the new 
company is perfecting of a process 
for the dehydration of biological 
products such as is now being done 
with penicillin and blood plasma 
which would increase the potency 
of serums, vaccines and anti-toxins 
from terms of months to years. 

Knox Ide has been elected presi- 
dent and Walter F. Silbersack 
executive vice-president and gen- 
eral manager of American Home 
Products Corporation. Alvin G. 
Brush is chairman of the board. Mr. 
Ide has been executive vice-presi- 
dent and Mr. Silbersack has been 
vice-president in charge of all ad- 
vertised products. 


Thomas to Sales Staff 


Earle B. Thomas, formerly vice- 
president of McKee & Albright, 
Philadelphia, and prior to that an 
account executive with N. W. Ayer 
& Son in New York, has joined the 
sales staff of the Metropolitan 
Group, New York. 


Sponsored Radio 
Spots to Support 


Cooperative Drive 


Washington, D. C., Sept. 22.— 
Spot announcements distributed by 
the OWI radio bureau in support of 
the government-industry campaign 
to conserve critical materials may 
be sold for local sponsorship, John 
Hymes, chief of the station rela- 
tions division of the domestic radio 
bureau, informed stations this week. 

The arrangement is possible, Mr. 
Hymes explained, under the OWI 
policy permitting sponsorship for 
special campaigns. Conservation 
discs are scheduled for radio use 
during the week of Oct. 25. 

In a memorandum to stations, 
Mr. Hymes said that because of the 
“extremely urgent” need for gen- 
eral conservation six transcribed 
announcements have been made 
covering conservation of coal and 
oil, gas, electricity, water, transpor- 
tation and communications. These 
announcements, he said, may be 
sponsored locally. 

“The commercial possibilities of 
these announcements, with the ex- 
ception of the water conservation 
spot, are obvious, and it is hoped 
that you will be able to sell them 
to local sponsors,” he wrote, adding 
that they had been recorded short 
to allow ample time for sponsor 
tie-ins. 


The kind of leadership 
that gets results! 


An OUTSTANDING characteristic of the American Army is the 


the time buyers’ station 


of 


18.3% 
4.8 


field. 


high quality of its leadership . . . a leadership that inspires con- 
76 9% fidence and trust in the men who follow their leaders. 


WDOD's leadership in the Chattanooga market has inspired 
confidence in the advertisers who have chosen this station to 
reach the rich Chattanooga market. 
leadership that WDOD has set for itself . . 
more than 18 years has given it unquestioned supremacy in the 


It's a high standard of 
. a standard that for 


DID YOU SAY ‘HOOPER?’ 


A recent turvey national spot pr Hooper figures for Chattanooga show 
ness § ws VUD wit /6.9 per cent o 
a netlenc! busine sleced la Chaite WDOD far out in front morning, afternoon 
33. Station B w 9s awarded |8.3 per and night. 
o Station C 4.8 per cent. Here is 
usive proof of WDOD'S dominance. ' 


Advertising Age, September 2° 


1943 
—e 
The Advertising Market Place 
The rates for this department are as follows: “Help Wanted,’ 
“Positions Wanted,” “Representatives Wanted,” and “Represen 
tatives Available,” 30 cents a line, minimum charge $1. Term: 
cash with order. All other classifications (single insertion 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 
— 


__ REPRESENTATIVE AVAILABLE _ 
BUSINESS PAPER SPECIALIST, 


POSITIONS WANTED 
Advertising Salesman—Nationa: ¢j,> 


adver tistm 


WFA 
Optim 


Soy Fi 


thoroughly experienced in space sales|trade medium, branch mer., | ginn! g oO 
and management, desires new connec-|ence, Al sales record, availab). Neg, whit go’ 
tion - eas — or| York cetera’? | Reeereent will ave 
professional publication. . oe eres. Box 4328, ADVERTISING AcE Oe ac. 
ee | omerere™, i Se ae 330 W. 42nd St., New York City ,, wart nes 
Ox 4329, IVE SING Advertising Manager. Honorab |. 4 Soy, 0 
‘ ; : a ae = } . ‘ lis. 
330 W. 42nd St.. New York City, 18|¢harged, ‘Thoroughly familia; with nutritious 
EELS WANTED Out, production aed, merohen tint ma sow abult 
ee a | OVE, duc é shan: ising st | 
et ee Ml ay ice” “won Ce ay Sales promotion minded. 8 yre. ex with > 
miliar with guidance and interested in a8 oe quality Pret ge we devi 
social and vocational adjustment of . 396. | IRTISIN: x governme 
soe ' Box 4326, ADVERTISING AGE an 
yonBox 4327, ADVERTISING AGE | ——_100_E. Ohio St., Chicago, 1 yt nal 
100 E. Ohio St., Chicago, 11 SOMEWHERE! We would like to plac for | — 
~~ wt ———- | our capable Advertising and Resear 400,009, 
AN ADVERTISING WOMA! Manager because priorities are ha); + ned 
Excellent Dg Age hard-hitting | ing our operations. He has had diver be tul 30 
Sintent. This toy - pA aR sified experience, is young, draft ey least nia 
on your time and challenge your abil- empt and rates a REAL O! m RTU- avalia 
ity Moderate salary to start Ad- NITY, present and post war in Nev 
vancement depends upon you. Your FOr oF any OW ERTISING AGE I 
application will not be considered un- 100 E. Ohio St., Chicago, 11 _ é 
less complete qualification details are | —— A This cr 
provided. COPYWRITER with STATE ST. EXP, MR. sod: 
mn. 4322, ADVERTISING AGE pang ae RR Be fon nos in OF 
100 E. Oh St., Chicago, 11 . ne nan ideas has 1 
B._Ohio_ — oa Box 4323, ADVERTISING AGE warrants 
Advertise Aaeney aw Sebte 100 E. Ohio St., Chicago, 11 ty this 3 
There is a man available now, 55 anacity | 
for young men, 22 to 30, who have| years old, with a thorough know ledg, capa alte 
been rejected from mitory gervies of graphic arts in ett et ite pte ches Agricu 1 
and not now engaged in essential in-|He has handled all nds of finished section 
dustry. Must be single. Position calls| goods from their inception to the re. marketin 
for travelling, with opportunity for|tail customer. He is financially sound — 
advancement. College education pre-| energetic, dependable and of French now pre 
ferred. Write one-page letter stating|Irish parents. Some =. advertising tion pron 
education, previous business experi-|agency, radio station, publisher, pub. The gt 
ence and three personal references. lication, newspaper or manufacturer food 
Box 4308, ADVERTISING AGE will hire me to get new business foods are 
100 E. Ohio St., Chicago, 11 Box 4324, ADVERTISING AGE of lend 
Outdoor Advertising Salesman for 100 E. Ohio St., Chicago, 11 foods. C 
both 24-sheet Posters and Painted | — - OP RIrae ' 
Bulletins. Excellent opportunity for| Young Woman Staff or Editorial pounds ‘ 
permanent position to good man. Full-| Writer desires permanent  positio f it in 
est cooperation. with agency, publication or radio sta- products 
Trowbridge Outdoor Advertising Corp. | tion. Experienced in all forms of cr ill go 
86 Freylinghuysen Avenue ative writing from radio script and ’ 
Newark, New Jersey advertising copy to editorial. Familiar chiefly t 
George Williams with both agverrnre and editorial In ler 
. stays - production. Available now. pers * 
COMMERCIAL PERSONNEL Box 4321, ADVERTISING AGE work, th 
Advertising & Publishing Desstions 100 E. Ohio St., Chicago, 11 soy stev 
209 S. State St. — Chicago, Ml. < cee - _ A 
a compac 
POSITIONS WANTED Advertising Solicitor (woman), thor- my ps 
a a —= hly e ienced li display gm count o 
LAWYER, specialist in advertising satartsine tad wenkty wabitention , foods. st 
law, familiar with FTC and court rul- ” 4ae rRRTIS . > ; _ 
ings and their application to adver- Bee et be Chicane Co tities of 
tising copy writing, also nationally al sae coe ; ‘ signed t 
nown as writer on advertising law,| x trecse 
is available for position as house at- ee ee we ed 
torney with large agency or adver-| p ‘ ; Ft Ag «s ome in 
Ginaw ertiil t we , Paper or Magazine; only those sub 
oy at cms hanltaeanne ary mitting A.B.C. or C.C.A. audit. Would I 
“ — ake good agency contact man or 
ability. = : ans ‘ . ceil 
_— . “ advertising manager high class or- 7 
eg ee pe AGE ganization. Able, loyal and experi- ; “_ 
—___100 E. Ohio St., Chicago, 11 _ _| enced business builder with ideals as food, th 
A skilled commercial artist desires| well as ideas. Thoroughly familiar has pre 
free lance work—lettering, spots gen-| with New England—business, finance prepara 
eral finish black and white drawings|and industry—local and national con- ay 
on a free lance basis. What have you|tacts—proven record—coast to coast ne soy 
to offer? references. flavor, ¢ 
Box 4255, ADVERTISING AGE Box 4319, ADVERTISING AGE ttentio 
100 E. Ohio St., Chicago, 11 330 W. 42nd St.. New York City, 18 ‘ + j 
mo 
. : govern! 
Rex Wadman Appoints M. W. Aver, MeGraw-Hill snd In: if to get ¢ 
Frank J. Enright has been named | 4UStrial Press, has been appointed The | 
manager of the Cleveland office of |€@Stern advertising manager 0! @ pects t 
Rex W. Wadman to represent the| Diesel Progress and Petroleum @ and su 
group of business papers including| World, with headquarters in New @ press } 
Diesel Progress, Petroleum World | York. eer 
and others under Mr. Wadman’s Seort. 
management. William J. Maddox, : CHOrs, 
formerly assistant chief of the Na- Names Weiss & Geller a 
tional Petroleum News Bureau, has| Walter E. Heller & Co., Chicago, eae | 
been appointed chief of the Wash-| commercial financing, has appointed C ‘d e 
ington bureau of the Wadman or-| Weiss & Geller, Chicago, to handle aaa 
ganization. its advertising. Magazines and met-  P°°*e 
Algwynne Collins, formerly with | ropolitan newspapers will be used. vompa 


ys ! om | a 


illustrations. 


this new LAMBERT 


be without 


different requirements. 


2801 Cheltenham Avenue 


Yes, Sir 
Catalog, just off the press, is the New 
Champion in the stock-picture field. 64 
pages, 
really pack a punch . 
is yours for only a $5 deposit. 


The Winner...and 
NEW CHAMPION 


the brand new LAMBERT 


filled with 1,000 pictures that 


. . and the book 


Brimful of Picture Ideas for advertising and editorial uses, up-to- 
date in every page and planned to provide for every picture need, 
this new catalog is really a MUST for every user of photographic 


If the “right picture is worth ten thousand words”, you should not 


Catalog. There are a thousand 


“Right” pictures in its pages, and you'll find they fit a thousand 
Send for your copy now. 
charge. but it’s only a deposit, refundable on your first order total- 
ling $10 or more. Don’t put this off. Write Today. 


HAROLD M. LAMBERT STUDIOS 


There’s a $5 


Philadelphia 19, P«. 


P. S.—While they last, we will include copies of our latest brochures of 


LAMBERT War pictures—Army, 


Navy. Marine Corps, WACS and WAVES, 


as well as war-time activities on the Home Front. 
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Soy Foods Spurt 


advertising Age, September 27, 1943 


WEA Officials 
Optimistic Over 


Continued from Page 1) 
ginning of a whole new food line, 


whic! government officials believe 
will have great postwar as well as 
wartme potentialities. 

Sov, once known only as a highly 
nutritious dish common ‘to China, is 
now obundant in the United States, 
with an estimated 12,000,000 acres 
devoted to the crop in 1943. At the 
sovernment’s suggestion, processors 
have expanded the nation’s facilities 
for handling the product so that 1,- 


400,000,000 pounds of edible soy can 
be turned out this year, of which at 
jeast 300,000,000 pounds will be 
available at home. 


Have Excess Supply 


This crop, officials say, is the only 
food today which the United States 
has in greater quantity than demand 
warrants. With our milling capac- 
ity this year nearly four times the 
capacity of 1942, the Department of 
Agriculture through a soy products 
section has been urging domestic 
marketing of soy products, and is 
now preparing a concise presenta- 
tion promoting the food. 

The greater part of America’s soy 
foods are going abroad in the form 
of lend-lease and. rehabilitation 
foods. Great Britain gets 50,000,000 
pounds of our soy, making wide use | 
of it in all foods, including meat} 
products. Over 300,000,000 pounds | 
will go to Russia, where it is used | 
chiefly to fortify flour and cereals. 

In lend-lease and rehabilitation | 
work, the government has developed 
soy stews and soups and cereals, 
compact foods which contain a high 
count of protein and calories. These 
foods, supplemented by small quan-| 
tities of vitamins A and C, are de- 
signed to sustain populations of dis- 
tressed areas until their own crops, 
ome in again. 


Recipe Book Prepared | 


During its experiments with soy 
food, the Department of Agriculture | 
has prepared a recipe book on the | 
preparation of these foods. Since 
the soybean is extremely mild in 
flavor, careful preparation and close 
attention to directions is one of the 
most important instructions that} 
government and industry both want 
to get over to the housewife. 

The War Food Administration ex- 
pects to promote this recipe book, 
and suggest soy foods through its 
press and radio agencies, through 
magazine articles and extension 
groups. The chief soy promotional 
effort, however, will probably be 
through industry advertising of the 
newly introduced soy foods. 

Latest soy food to appear is| 
Golden Bake Mix, with 20% soy, | 
packed by Pillsbury Flour Mills) 
Company, Minneapolis. A campaign, 


including newspapers, spot radio 
and car cards, has been launched 
through McCann-Erickson for the 
new product. Two other new prod- 
ucts, Soya Bits and Soyarich flour, 
are being packed by the Glidden 
Company, under the brand name 
Durkee’s. A. E. Staley Mfg. Com- 
pany, Decatur, Ill., is marketing 
Stoy flour and the National Biscuit 
Company has its Nabisco Soyas. 
Bakers are advertising baked goods 
using soy flour. 


Get Government Start 


Many of the firms currently mar- 
keting soy foods got their start as 
a result of government contracts for 
lend-lease and rehabilitation foods. 
Leading soya millers include: 
Archer-Daniels-Midland Company, 
Minneapolis; Spencer Kellogg & 
Sons, Decatur; Soya Corporation of 
America, Hagerstown, Md.; Procter 
& Gamble, Ivorydale, O.; Shells- 
barger Grain Company, Decatur; 
Central Soya Company, Ft. Wayne; 
the Glidden Company, Chicago; 
Allied Mills, Chicago; Soya Prod- 
ucts Company, New York; Staley, 
and Swift & Co., Champaign, II. 

Of these firms, Archer-Daniels- 
Midland, Soya Corporation of 
America, Central Soya Company, 
the Glidden Company, and Staley 
are all putting soy flour or grits on 
the market. 

In addition to these millers, how- 
ever, many other firms are process- 
ing soy flour into foods. Under 
government contracts, for instance, 
Process Foods Company, Brooklyn; 
Kitchen Art Foods Company, Chi- 
cago; Food Concentrate, Inc., Wards- 
bridge, N. J.; A. A. Walter & Co., 
Albany, N. Y.; Dried Products Com- 
pany, Newark; Hill Brothers Com- 
pany, New York; Natural Sugars, 
Inc., New York; Flavor Service, | 
Milwaukee; Roth, Schenker & Bern- | 
hard, Inc., Chicago, and Central | 
Products Company, Chicago, are all | 
packing soya pea soup for export. | 

Porridge for export is packed by | 
Purity Oats division of General | 
Mills, Keokuk, Ia.; Northern Oats, | 
Minneapolis; and Omar, Inc.., 
Omaha. Doughboy Mills, New Rich- | 
mond, Wis., packs soya pea soup and 
cheese-type soya soup. Eureka Tea| 
Company, Chicago, puts up soya pea | 
soup. 


EXTENDS CAMPAIGN | 
TO N. Y. MARKET 

Chicago, Sept. 23. — Using news- 
papers and radio, Soy Food Mills 
has extended to the New York mar- 
ket its wartime promotion of two 
additional nutritive products made 
from the versatile soybean—Golden 
Mix for waffles and griddle cakes, 
and Golden Mix for muffins. 

The schedule calls for weekly 
advertisements in seven New York 
newspapers, featuring the value of 
the new products as ideal alternates 
for meat. Similar copy is being 
used in Chicago and other midwest- 
ern cities, heralded by the slogan, 
“The soybean sensation that’s win- 
ning the nation.” 

Golden Mix also is being pro- 
moted on the McCann Pure Foods 


PRINTIN 


There are a large number of concerns that 
render one type of service and do it well... 


| * THE FAITHORN CORPORATION, 
| however, renders THREE DISTINCT TYPES 
of service—ad-setting, engraving and 
| printing—and does them ALL equally 
| well—with less effort and less cost. 


| FAITHORN CORPORATION 


504 SHERMAN STREET ° 
Telephone WABash 7820 


_§pAY AND NIGHT SERVICE— 


CHICAGO 


program broadcast daily over WOR, 
Monday through Friday, and on the 
Women’s Exchange program over 
WJZ. The current New York pro- 
grams will run through Nov. 26. 
Soy Food Mills, an independent 
company, manufactures only these 
two products, which combine soy 


and whole wheat flour. Jim Duffy, | 


Inc., Chicago, is the agency. 


CHARLES S. MOTT 


New York, Sept. 21.—Charles S. 
Mott, 58, vice-president, Topics 
Publishing Company, died last Sat- 
urday in Brooklyn Hospital. Mr. 
Mott began his career on the adver- 
tising staff of the Hardware Re- 
porter and later became western 
advertising manager of Modern 
Hospital. He joined Topics Pub- 
lishing Company as field manager 
in 1921 and shortly thereafter was 
named vice-president. 


W. E. MUIRHEAD 


Atlanta, Sept. 21.— William E. 
Muirhead, southern advertising vet- 
eran and member of the advertising 
staff of the Atlanta Journal, died 
Sept. 16 after an illness of several 
weeks. He was 67. Before joining 
the Journal several years ago, Mr. 
Muirhead was with the Mobile Reg- 
ister and the Atlanta Georgian. 


ROBERT CRESSWELL 


Philadelphia, Sept. 21.—Lt. Col. 
Robert Cresswell, last publisher of 
the Philadelphia Public Ledger, 


|which was declared bankrupt and 
|ceased publication early in 1942, 
| has died of a streptococcus infection 
_ contracted while on Army duty in 
| England, according to word received 
| by his family. The message came | 
|from an English friend, though the 
| War Department reported it had re- | 
ceived no notice of Lt. Col. Cress- | 
well’s death. 


GORDON BROHOLM 

Detroit, Sept. 21.— Gordon Bro- | 
holm, 48, manager of the local of- | 
fice of Midwest Farm Papers for the 
past 17 years, died Sept. 18 follow- 
ing a heart attack. From 1921 to 
1926 he was in the advertising de- 
partment of Wallaces’ Farmer and 
Iowa Homestead. 


D. H. RICHARDSON 

Chicago, Sept. 21.— Donald H. 
Richardson, 65, a member of the 
advertising department of the Chi- 
cago Tribune for 20 years, died 
Sept. 18. 


Durstine Expands Staff 


Expansion of the Cincinnati offices 
of Roy S. Durstine adds the follow- 
ing executives: Russell Branch, for- 
merly with RCA and Buchanan & 
Co., and William Franchey, for- 
merly with William Esty & Co., on 
the creative side; Bruce Robinson, 
formerly with Pedlar & Ryan, on 
merchandising; and Philip Goyert, 
lately sales promotion manager of 
the Cincinnati Post, in charge of art 
and production. 


|Herrington Goes to 
Geyer, Cornell Post 


William Her- 
rington, for the 
past several 
years director of 
research for Leo 
Burnett Com- 
pany, Chicago, 
has joined Geyer, 
Cornell & Newell, 
New York, in a 
similar capacity. 

Prior to join- 
ing Burnett, Mr. 
Herrington was 
research director 
of Blackett- 
Sample - Hum- 
mert and assistant research director 
of J. Walter Thompson Company. 
He has recently served as chairman 
of the central states research com- 
mittee of the American Association 
of Advertising Agencies. 


Wm. Herrington 


Bituminous Coals 
Schedules Campaign 


Bituminous Coals, Inc., New York, 
revived last June as a promotion 
agency for the coal industry (AA, 
June 28), at which time Arthur 
Kudner, Inc., was named agency, 
will initiate an institutional adver- 
tising drive in six national maga- 
zines in addition to business papers. 

The campaign, to get under way 
in October, will emphasize the in- 
dustry’s wartime importance. 


ROOFLESS ROOMS and ABALONE 


has a nice abalone steak. 
And if you want to 


build a roofless room. 


things which pertain to 


flower. Western travel. 


ae. 


po get a blank stare from a seafood 
dealer east of the Rockies, just ask if he 


suburbanite register a “I-never-heard-of- 
such-a-thing” expression, suggest that he 


But roofless rooms and abalone make 
sense to SUNSET readers. For these things 
belong to the West and the West expects 
information about them in SUNSET. 

Take any issue of SUNSET and you 
will find that it is devoted entirely to the 


Western foods and cooking. Western 
homes, their planning, building and care. 
Western gardens, vegetable as well as 


And every issue of SUNSET is staff- 
written in down-to-earth and straight- 


from-the-kitchen language by Western 


men and women who know how to tell 


SUNSET readers how. Such an editorial 


see an Eastern 


readers. They 


policy inspires the confidence of SUNSET 


know that the ideas, the 


suggestions, and the information on every 


page are timely, sound, accurate, and un- 


Western living. 


biased. Yes, SUNSET always gives the 
pros and cons so SUNSET readers can 
decide just what to do. 

Every month 250,000 Western homes 
await the arrival of SUNSET. And follow- 
ing its arrival in the home, new dishes 
appear on the dining table; new decorative 
schemes are started in the house; new 
plans are under way in the garden; new 


projects are started in the workshop. Yes, 


month in and month out, SUNSET is a 


you realize. 


greater influence in Western living than 


Lane Publishing Company, San Francisco, California 
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“HERES A NEW BRAND 


OF ISOLATIONISM, « By 


Writes Niece DOROTHY THOMPSON, best-known woman 


commentator of the day, and continues: 


Mr. Churchill has made the United States the offer of a 
long alliance, after weeks of talk with the President, so that 
we may assume it meets with the President’s approval. 
The idea of a permanent alliance is new in American 
history. Our isolationism for the past 
100 years has been protected by 
Britain. It was the isolationism of a 
new country, enabling us to concentrate 
on the development of a continent 
while Britain assured for us th 
freedom of our seaways and tradc 
routes. 


Now we have reached a new stage in 
which we are no longer, of necessity, 
dependent on the protection of another 
sea power. We have been for years po- 
tentially as strong as Britain and in the 
course of this war have become mate- 
rially stronger. 


Whenever the great Powers reach a 
state of approximate equality the ques- 
tion arises: Shall they go into cempeti- 
tion or shall they merge their efforts, at 
least for limited purposes, such as 
common defense? 


The moment when such a question is asked openly is 
crucial. It indicates that we have arrived at a point of 
decision. 


In its ultimate meaning, Britain offers to us that we 
share, from now on, the advantages, opportunities and 


responsibilities of the British world association, which, 
from the end of the Napoleonic wars to the first World 
War, was the greatest stabilizing factor on earth, strong 
enough to prevent any world-wide wars. 


Isolationism in this high period was 
also a British policy. It was called 
“splendid isolation.” It was not the 
isolationism of a nation building up an 
infant state, but the isolationism of a 
wary watchman, interested and taking 
responsibilities everywhere, with the 
object of preventing history from tak- 
ing a course unfavorable to herself, 
rather than waiting to see. 


In the last generation Britain has 
been forced to the realization that she 
no longer is strong enough alone for 
this role. Nor is any other nation. 


We might enter an alliance to re- 
establish, jointly with Britain, a policy 
of splendid isolation and arbitration 
through balance of power. 


Or we might enter it for the purpose 

of laying the foundations of a world- 

wide organization of nations. The alliance, as such, is essen- 

tial to either development. A British-American alliance, 

with the bridgehead through Britain to Russia, and through 

America to China, is the only way in which we can begin 

again, with power and realism, to create a genuine league 
of nations, with tangible power. 


The above are excerpts from one of Dorothy Thompson's articles — which appear exclusively in Boston in The Boston Globe. 


The Boston Globe 


Morning : Evening + Sunday 


YOUR ADVERTISING WILL 


BE BETTER READ IN THE 


| be DUDLEY, signer of Globe editorials since 
1891, has become synonymous with The Bos- 
ton Globe. For over fifty years Uncle Dudley’s clear, 
common-sense editorials have not only expressed the 
policies and reflected the character of this newspaper 
but have expressed the thoughts of the majority of 
his readers as well. Writing of Boston tradition, the 


New York Herald-Tribune once said: 


“There's the balloon and pinwheel man who 
has memorably vended his wares from the 
corner of Webster's fence in Commonwealth 
Ave. There are the swan boats in the Public 
Gardens — the celebrated silver free lunch 
dishes in Locke-Ober’s Winter Place restau- 
rant, and there are the Uncle Dudley editorials 
in ‘The Globe’.” 


Through seven decades Uncle Dudley’s family of 


nieces and nephews has grown steadily until now 
they number hundreds scattered all over the world: 
They bring Globe readers exclusive, up-to-the-minute 
news and comments. Here are just a few members of 
Uncle Dudley's family, today: 


Henry W. Harris ¢ Ernest Linptey « Heten Lom- 
BARD @ Ernie Pyce ¢ Water LippMANN ¢ WituiAMm H. 
STONEMAN © JoHN LARDNER © Jay FRANKLIN © SAMUEL 
GraFtron ¢ Potty Wesster ¢ Dornotny Hittyer ¢ Joun 
Barry « Harotp PutNamM ¢ SaAtty Stuart ¢ GErorcEe 
AntTHEt ¢ ANN Dean ¢ Otto ZausmMER ¢ JouHN STEIN- 
BECK ¢ Joun Kieran ¢ Epcar Anset Mowrer ¢ Georce 
Wetter « Neri Gues ¢ Rosert J. Casey ¢ Jerry 
Nason ¢ Paut Guaut ¢ Henry McLemore ¢ HeLen 
Kirk PATRICK @ Ricuarp Mowrer e A. T. Steece e LELAND 
Stowe « ALLEN Haypen ¢ Waverty Roor « CarLyLe 
Hott « Dororny Dix « Emity Post « Nat A. Barrows 
e Louts M. Lyons ¢ James Morcan ¢ Cuarces MerRive ¢ 
James Powers ¢ Eart BANNER ¢ Exit CULBERTSON ¢ 
GRANTLAND Rice « Harotp Kagse ¢ Fietcuer Pratr 
e Joseru F. Dinneen ¢ Joun GUNTHER 


Supplementing these writers are the world’s best 


news and picture services: 


Chicago Daily News Foreign Service* 
Overseas News Agency* 
Associated Press 
New York Herald-Tribune News Service* 
Chicago Sun Foreign Service* 
Toronto Star News Service* 

A.P. Wirephoto 
Acme Photo Service* 


United Press 


*Exclusively, in Boston, in Tue Boston Grose 


BEST READ NEWSPAPER 
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HOTOGRAPHIC REVIEW Ss tos sencov 
FAMILIAR TECHNIQUE, NEW APPEAL OF THE % 
WEEK 


INDUSTRY POSTER 


Officers and committee members of the Newspaper Representatives Association 

of New York, elected at the annual meeting are, from left to right: George R. 

Katz, Katz Agency, retiring president and “now a member of the executive com- 

mittee; Herbert W. Moloney, Paul Block & Associates, president; Frank H. 

Meeker, Osborn, Scolaro, Meeker & Co., vice-president; and Gerald B. McDonald, 

Williams, Lawrence & Cresmer Co., secretary. Herbert Hatfield, Reynolds- 
Fitzgerald, was elected treasurer. (Story on Page 43.) 


THOLS ARE SUPPLEMENTS ‘HELP WANTED’ ADS | 
WEAPONS ie } 


treat em right 
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TAxcrins, EXQUISITE, ENCHANTING 


Te Qualify for Western Electric War Jobs 


nas 0087) OF wae ORS 


© VOw Cm OPERATE A SEWING WAC meEmE vows rar 


Large illustrations and prominent display of brand names are again employed 

by A. Stein & Co., Chicago, in its fall advertising campaign, combined with a 

new warning that dependable brands and time-tested trademarks must be 
protected. (Story on Page 28.) 


One of a series of four, this tool conser- 

vation poster marks the first purely in- 

FOUR OUT OF FIVE HAVE A TRIP dustrial campaign undertaken by the 
government. The posters are part of the 

, War Production Board's tool conserva- 

galy OWE little pig stays at bom” “en { tion program, which is being carried on 
ay i) | with the full cooperation of the Na- 

Ss tional Industrial Advertisers Association. 


Phase Electric = 


. 
4 GOO0 PLACE TO WORE 


In a direct mail campaign, Western Electric Co., Chicago, used this folder to 
attract older women to war work, achieving excellent results. (Story on Page 24.) 


a 


4 OUT oF 
5 GOTO 
BRITAIN 


BOTH SIDES PUT TO USE 
NEW PACK 


sf = 
meet 


CANADA PACKERS 
MAPLE LEAF PRODUCTS 
Canada Packers Ltd. explains the way things stand for Maple Leaf products in 


this new poster, which tells Canadians that only one little pig stays home, while 
four out of five go across the sea to Britain. 


EMERSON COPY LOOKS AHEAD 


{BUY WAR 
BONDS 


Albert Ehlers, Inc., Brooklyn, is marketing 
its converted White Giant rice perme- 
ated with B complex vitamins in a brand 


These fore and aft views of one of the car cards promoting Lansdowne Reserve 
in a campaign now appearing on the eastern seaboard show an unusual approach 
new package. It was designed by Rob- to support of the war bond drive. The cards, printed on both sides, will be 


ert Gair Co. turned over to the war bond message for at least two weeks this month. 


RELAXATION AT NPA-SHAWNEE CONFERENCE 


oul of a 
proving ground 
wide as 

the world... 


verson radio, with nothing to sell now because of war orders, has launched a Participants in the golf tournament at the 24th annual meeting of the National Publishers Association at Shawnee-on- 
tional campaign in September magazines to talk of its war work and say that Delaware, Sept. 14-15, were, left to right: Wm. S. Warner and W. S. Robinson, McCall's; Edwin Balmer, Redbook; and 
peacetimes Emerson will provide even finer “great ideas in small packages for Marvin Pierce, McCall's. Second group: F. L. Wurzburg, Conde Nast; Arthur S. Moore, Hearst; Phillips Wyman, McCall's: 
| America to enjoy.” The copy above appeared as a full color page in Life A. L. Cole, Reader's Digest. Third: A. E. Norman, WPB-Fawcett Publications: Charles E. Sweet, Capper Publications; and 
Sept. 20. William H. Weintraub & Co., New York, is the agency. D. G. Shook, WPB-National Geographic. 
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° ° Som 
4 : panies 
. : ; : ; ; ; . Ameri 
: The leading women’s wear stores of Chicago, admittedly among You'll find, like other national advertisers, that: ° and n 
rs 4 callin 
: the canniest of space buyers, are now placing the biggest portion of ; : — 
. : : : - 
4 their full-run advertising in The Sun. y ° 
. ° If ¢ 
TH E SUN gives results 4 : Bate 
. t e ; ° a . the \V 
. Full-run' linage of women’s clothing out of all proportion to ; . boys 
e ° swift 
° stores in all Chicago newspapers: . . . status 
. * . 
7 i. . 
its circulation and cost 
; AUGUST, 1943 FIRST 8 MONTHS, 1943 ; ° Bil 
wor 
. — t- ° efficie 
° aS wFo . after 
- Ap : There 
° SUN 30.3% SUN 28. me. Today, around 300,000 people buy The Sun every day. ° for s 
. . 
° Tribune 27.8% “7, In less than two years they’ve made The Sun America’s . 
° ° Th 
° tenth largest morning newspaper. They've changed the whole : fied 
° 18.8% Her-Am : ’ ‘ . ind § 
> newspaper picture in Chicago! As a result: ; vol 
. . akes 
° , ‘> ° ute, 
: A% Deity News 1 You need The Sun in any newspaper combination to ° 
. ‘ y - 
° cover Chicago completely, economically and efficiently. > 
. g P y y y . Re 
; Source. Media Records , : the ¢ 
° 2 By using The Sun alone you can make a tremendous ° work 
: Why should The Sun, not yet two years old, lead in this important impact against America’s No. 2 market with a relatively . 4 
. . . « . . ° 
. classification? small expenditure. Actually you can sell for less in The Sun. ° 
> P YY ° 
7 e ad 
° Surely women readers of The Sun are no more style-wise than ° a 
. . 
7 
° other women. It cou/d be that they have more money to spend ° a 
- * 
. . rt 
—but we don’t really believe that’s the answer! , 
: ; ) CHICAGO'S MORNING TRUTHpaper ° 
. . 
° The actual reason, we feel, is the phenomenal loyalty of Sun : rt 
. . } 
° readers to this paper .. . a loyalty rooted in wholesome respect for THE CHICAGO SUN ° 
. i) . Cc 
° the morning newspaper that gives them the facts straight. r : Pp 
. om 
. . 
: When you buy space in The Chicago Sun, you buy this reader sells - 
. . 
m4 loyalty. It bears fruit at the purchasing point for apparel, cosmetics, - 
. . 
- baby food, household appliances, shoes. For whatever you have to sell! ° 
. . 
. . 
7 . 
. THE BRANHAM COMPANY, National Representatives: Acianta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, . 
~ St. Louis, San Francisco, Seattle. : ' 
. . € 
: tExcluding “Zone Advertising’ which reaches only a fraction of a newspaper's circulation at a fraction of its regular rate. . : 
. . ' 
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